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Abstract 
 
Brand Ownership 
 
Hua Chang 
Hyokjin Kwak, Ph.D., Supervisor 
 
Brand research has developed many constructs and measurements that depict different 
forms of relationships between consumers and brands. However, a conceptualization and scale 
for measuring consumers’ feelings of ownership towards brands has not yet been developed. 
Building on psychology of ownership and endowment effect literature, I develop a measure of 
brand ownership and conceptualize it as a psychological state in which people feel possessive of 
a brand and as if they have control over the brand. Using both qualitative and quantitative 
research methods, this research demonstrates that brand ownership is a reliable and valid 
measure and distinct from existing brand constructs. Specifically, through six studies, I show that 
(1) consumers can develop feelings of ownership towards a brand, (2) brand ownership is a 
multi-dimensional construct comprised of four dimensions: possessiveness, belongingness, 
accountability, and dependability, (3) a measure of brand ownership is developed through 
exploratory and confirmatory factor analysis, (4) brand ownership is a valid and reliable measure 
through validity and reliability tests, and (5) brand ownership mediates the relationship between 
self-brand connection and brand loyalty and purchase intention.  
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CHAPTER 1: INTRODUCTION 
 
“The reality is that the American consumer owns Coca-Cola.” 
      — Roberto Goizueta, 1988 
New Coke was one of the most well-known marketing failures of the past thirty years. 
Roberto Goizueta, the past chief executive officer of Coca-Cola, learned from the new Coke 
incident and told an interviewer the quote above in 1988. He asserted that Coca-cola belongs to 
the consumers, not the company. In 2009, Katie Bayne, the Chief Marketing Officer of Coca-
Cola, reemphasized that the “owner” of Coca-Cola is the consumers by saying “we never forget 
these brands are not ours. These brands belong to the consumers who love them every day. If you 
don’t understand that, you will lose your way.” It is not surprising that companies are putting a 
greater emphasis on building a strong relationship between their brands and consumers.  
During the past decade, research exploring relationships between consumers and brands 
abound. In her seminal article about consumer-brand relationships, Fournier (1988) identified 
thirteen unique forms of relationships, ranging from flings to best friends, and relationships are 
purposive and build meanings in a person’s life. Brands help people create, maintain, and 
express our key identities in life. Fournier (1988) argues that relationships are multiplex 
phenomena and range across several dimensions, which lends itself well to the development of 
marketing metrics. For example, brand relationship quality was proposed by Fournier (1988) and 
serves as an approach to measure the strength of the relationship between consumers and brands.  
Thomson, MacInnis, and Park (2005) suggest the construct of brand attachment is a 
multidimensional measure to gauge the emotional bond between a consumer and a specific brand, 
which includes consumers’ affection, connection, and passion for a brand. More recently, Batra, 
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Ahuvia, and Bagozzi (2012) introduce the concept of brand love and define it as consequences of 
greater brand repurchase intentions, engagement in positive word-of-mouth, and resistance to 
negative information. Brand love captures consumers’ self-brand integration, positive emotional 
connections, and passion-driven behaviors with a brand (Batra, Ahuvia, and Bagozzi 2012; 
Carroll and Ahuvia 2006).  
To further explicate the relationship between a consumer and a brand, marketing scholars 
have developed many other constructs and measurements that depict different forms of 
relationships between consumers and brands, including brand trust (Delgado-Ballester, Munuera-
Alemán, and Yagüe-Guillén 2003), brand experience (Brakus, Schmitt, and Zarantonello 2009), 
and brand engagement (Sprott, Czellar, and Spangenberg 2009). However, a conceptualization 
and scale for measuring consumers’ feelings of ownership towards brands has not yet been 
developed. 
Ownership, as the state of being an owner and having the right of possession, is found in 
almost all societies (Beggan 1992; Dittmar 1992). When people develop feelings of ownership 
towards an object, they experience intimate feelings and develop strong attachment toward the 
objects (Pierce, Kostova, and Dirks 2003). Individuals view their possessions as a part of their 
extended self and use these possessions as a means of defining their self-concept and expressing 
self-identity (Belk 1998).  Research has found that feelings of ownership towards various objects 
have potentially strong psychological and behavioral effects (e.g., Fuchs, Prandelli, and Schreier 
2010; Shu and Peck 2011). Despite the positive effect of actual ownership, or feelings of 
ownership, of an object on valuations of the object (Ariely and Simonson 2003; Ariely, Huber 
and Wertenbroch 2005; Beggan 1992; Carmon and Ariely 2000), little research is known about 
consumers’ feelings of ownership towards a brand and its effect on consumer attitudes and 
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behaviors towards a brand.   
Research Objectives 
 
The objective of this research is to fill a void in current research on consumers’ feelings 
of ownership towards a brand by introducing a new construct – brand ownership. Specifically, I 
address the following questions:  Do consumers develop possessive feelings toward a brand? 
How is brand ownership measured? Does brand ownership affect consumer behavior? The 
investigation into consumers’ feelings of ownership towards a brand will provide important 
insights into understanding the relationship between consumers and brands. It has important 
managerial implications for brand managers on how to build a close relationship with consumers 
and manage brand equity. In addition, a better understanding of consumers’ brand ownership can 
also shed light on how consumers react to brands in various contexts (e.g., brand acquisition, 
brand failure, and brand community).  
Overview of the Conceptualization 
 
To understand whether consumers develop feeling of ownership towards a brand, I begin 
with a review of literature on possession and psychology of ownership from consumer and 
marketing research, psychology, and organizational behavior. On the basis of past research on 
material possessions, psychological ownership in organizations, endowment effects, and 
perceived ownership of consumer products, I propose a concept of brand ownership and 
distinguish it from other brand constructs in terms of its conceptual foundation, motivations, and 
relevant consequences. I suggest that consumers vary in their feelings of ownership towards a 
brand, and I examine the exact nature and dimensional structure of such relationships. The 
proposed conceptual framework postulates that brand ownership is a multidimensional construct 
and reflects consumers’ feelings of belongingness, possessiveness, accountability, and 
4 
 
dependability towards a brand. Brand ownership can predict consumers’ brand loyalty and 
purchase intention.   
 
Organization of the Dissertation 
This research examines consumers’ feelings of ownership towards a brand and its 
consequences on consumer behavior. The dissertation will proceed as follows. Chapter 2 
presents a review of literature on the psychology of possessions and ownership. In this chapter, 
brand ownership is defined and explicated into four dimensions, and brand distinctiveness is 
discussed. Chapter 3 describes one qualitative study using focus group interviews exploring the 
concept. In this chapter, brand ownership scale items are constructed.  Chapter 4 presents five 
quantitative studies that reduce the scale items further and examine the psychometric properties 
of the scale using standard scale validation procedures. In this chapter, the reliability and validity 
of the measure is examined and the effect of brand ownership on consumer behavior is presented. 
Finally, Chapter 5 concludes with a discussion of the implications of this research. Finally, the 
limitations of this research and directions for further research are discussed.  
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CHAPTER 2: LITERATURE REVIEW AND CONCEPTUAL DEVELOPMENT 
 
 This chapter provides the conceptual framework for consumers’ feelings of ownership 
towards a brand and the consequences of brand ownership. The objectives of this chapter are 
three-fold.  First, based on the psychology of possession and theory of ownership, I propose a 
construct of brand ownership to reflect a possessive relationship between consumers and brands. 
Second, this chapter demonstrates the conceptual distinctiveness of brand ownership from other 
existing brand scales. Third, this chapter explores the dimensional structure of brand ownership 
and shows that brand ownership is a multi-dimensional construct composed of the following four 
dimensions: possessiveness, belongingness, accountability, and dependability.  
 
Psychology of Possession and Ownership 
A diverse literature suggests that feelings of possession or ownership are found in almost 
all societies. Scholars from various disciplines, including psychology (e.g., Etzioni 1991; Isaacs 
1933; Kline and France 1899), applied management (e.g., Pierce, Kostova, and Dirks 2003), and 
consumer research (e.g., Belk 1988; Shu and Peck 2011), provide us with an extensive literature 
that focuses on the psychology of possession and ownership. In this part of the article, I lay out 
the theoretical foundations for providing a conceptual framework for brand ownership. 
In the psychology literature, James (1890) notes that some objects are perceived by 
individuals as part of the self, while other objects may be perceived as part of the non-self. It is 
common for individuals to develop feelings of ownership towards an object (Heider 1958). 
Furthermore, Heider (1958) suggests that while sense of ownership is generally experienced and 
considered as a possessive relationship between a person and a physical entity, ownership can be 
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felt toward non-physical or intangible objects. For example, Isaacs (1933) observes that children 
have feelings of ownership towards nursery rhymes and consider them “theirs” if they heard 
them first. In his book on children’s social development, He notes: 
Harold and Paul felt a keen sense of property in the nursery rhymes and songs that they 
had heard at home, in gramophone record of a kind they had there. No one else had the 
right to sing or hear these things without their permission. All the children felt that 
anything was ‘theirs’ if they had used it first, or had made it, eve with material that itself 
belonged to all. Duncan and others felt a thing was ‘theirs’ if they had ‘thought’ of it, or 
‘mentioned it first,’ and so on.  
 
Isaacs (1933) suggests that ownership is based on feelings of possessiveness and “what is 
mine becomes (in my feelings) a part of ME” (p. 225). Litwinski (1942), from an economic 
psychological perspective, notes that “to possess means the power of becoming tied to an object” 
(p. 30). Possessions are extensions of the individual and a part of the extended self (Furby 1978).  
Tuan (1984, p. 472) argues that “our fragile sense of self needs support, and this we get by 
having and possessing things because, to a large degree, we are what we have and possess.” 
Etzioni (1991) focuses on the objective and subjective aspects of ownership and argues that 
ownership is a “dual creation, part attitude, part object, part in the mind, part ‘real’” (p. 466). A 
close relationship can develop and bind the self with possessions. Individuals can develop 
feelings of ownership for those things that they possess and have a strong association with those 
objects (Beggan 1992; Beggan and Brown 1994). Objects that are owned have symbolic 
meanings to them. They view those objects as part of the self and an expression of their extended 
self, and would evaluate the object more favorably, which is referred to as mere ownership effect 
(Beggan and Brown 1994).  
In organizational behavior research, Pierce, Rubenfeld, and Morgan (1991) propose that 
organization members or employees can form feelings of ownership toward the organization. 
They show that employee ownership is positively related to employee motivation, employee 
7 
 
affect, and work performance through a sense of shared responsibility and common interest. 
Pierce, Kostova, and Dirks (2001, 2003) integrate the concept of psychological ownership and 
refer to it as the state where an individual feels as though the target of ownership is “theirs”. 
Psychological ownership reflects a relationship between an individual and the organization. The 
organization or the job is experienced as having a close connection with the individual self. 
Employees’ psychological ownership toward the organization are built on several fundamental 
motives, including efficacy and effectance, expression of self-identity, and “have a place” in the 
organization (Pierce, Kostova, and Dirks 2001).  Dyne and Pierce (2004) use three field studies 
and empirically show that employees may develop psychological ownership toward an 
organization and such feelings of ownership are positively associated with employees’ 
organizational commitment, job satisfaction, and positive work behavior. Avey and his 
colleagues (2009) identify the targets and assumptions of psychological ownership and suggest 
that psychological ownership towards an organization is comprised of multiple dimensions and 
the concept falls within the literature of positive organizational behavior. 
 
Ownership Concept in Consumer Research 
In consumer research, studies of possessions and ownership effects focus on the 
consumers’ self-concept and brand choice (Belk 1988; Sirgy 1982), endowment effect (Ariely, 
Huber, and Wertenbroch 2005; Brenner, Rottenstreich, Sood, and Bilgin 2007; Kahneman, 
Knetsch, and Thaler 1990; Shu and Peck 2011; Strahilevitz and Loewenstein 1998), brand 
extensions (Kirmani, Sood, and Bridges 1999; Fu, Ding, and Qu 2009), as well as customer 
empowerment strategies (Fuchs, Prandelli, and Schreier 2010). Possessions are incorporated into 
consumers’ self-concept and considered as an extended self of the consumer (Belk 1988; Sirgy 
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1982). Possessing or owning objects can symbolically extend one’s self and contributes to 
consumers’ capabilities for doing and being.  For example, to protect the extended self and 
demonstrate the ownership of an object, people feel the need to attach their names to their mental 
creations through finding protection in copyright and patent laws (Belk 1988).  
Research on the endowment effect shows that a person’s value for an object increases 
once it is owned (Kahneman, Knetsch, and Thaler 1990) because ownership of an object causes 
individuals to develop increased attachment to it (Carmon and Ariely 2000). Strahilevitz and 
Loewenstein (1998) demonstrate that the history of past ownership also affects object valuation. 
Specifically, they find that prior ownership increases the valuation of the product and the 
valuation increases with the duration of past ownership. Ariely and Simonson (2003) find that 
anticipated ownership of an object during an auction, without actually owning it, will lead to 
feelings of loss at the thought of losing a bid, which in turn increases the perceived value of the 
object. 
Kirmani, Sood, and Bridges (1999) examined the role of ownership status in affecting 
how consumers respond to brand line stretches. Owners who have physical possession of a brand 
show a greater level of liking for the brand through the acquisition of and direct experience with 
the brand. Owners, compared with non-owners, choose to buy a brand because they believe that 
the brand can provide valuable benefits. Therefore, they have more favorable responses to the 
upward brand’s extensions than non-owners (Kirmani, Sood, and Bridges 1999).  
Despite the wealth of studies on ownership effects in the field of consumer research, prior 
research mostly focuses on the physical ownership of actual products or objects. Until recently, 
perceived ownership, which may exist in the absence of legal ownership, has been proposed to 
explain the psychological process of the endowment effect (Shu and Peck 2011) and increase 
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consumers’ product demand (Fuchs, Prandelli, and Schreier 2010). For example, Peck and Shu 
(2009) find that consumers will experience an increase in perceived ownership of an object 
through merely touching it. Perceived ownership and the positive valence of the touch 
experience jointly lead to increased valuation of the object. In addition, Shu and Peck (2011) 
show that psychological feelings of ownership towards an object lead to consumers’ emotional 
attachment and affective reaction to the object. The endowment effect is not a result of loss 
aversion, but a sense of possession or ownership (a feeling that the object is ‘mine”) (Shu and 
Peck 2011). Fuchs, Prandelli, and Schreier (2010) demonstrate that consumers, when empowered 
to coopertate in selecting the product concepts to be marketed by the firm, can develop a stronger 
feeling of psychological owenrship of the products, which in turn increase their demand for the 
products.  
Although ownership effect has attracted a lot of attention from marketing scholars and 
practitioners in a variety of settings (e.g., Fuchs, Prandelli and Schreier 2010; Peck and Shu 
2009), research has largely focused on either physically owning an object or the feelings of 
ownership towards a tangible object. The psychological feelings of ownership towards a brand 
have been ignored. More importantly, research on ownership effect has largely adopted the 
measure of psychological ownership from the literature in the field of management, without 
taking into account the exact nature and dimensional structure of brand ownership in the 
marketing context. To fill the void, this research proposes a concept of brand ownership, 
demonstrates its uniqueness and develops a multi-dimensional measure of brand ownership 
through both qualitative and quantitative studies.  
Conceptualizing Brand Ownership 
Feelings of ownership can develop toward both tangible and intangible “targets” and can 
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exist beyond the notion of legal ownership (Beggan 1992; Dittmar 1992); in particular, they are 
psychological in nature. Psychological ownership causes an individual to view tangible and 
intangible possessions as part of the extended self (Belk 1988; Dittmar 1992). When people have 
possessive feelings towards an object, they experience a strong connection between themselves 
and the target of ownership. From a psychological perspective, Litwinski (1942, p. 30) notes that 
“to possess means the power of becoming tied to an object.” Relying on the notion of close link 
between one’s sense of self and that which is mine, Furby (1991) highlights the word ‘mine’ in 
the operationalization of the possession/ownership construct. Pierce et al. (2001) further 
conclude: (1) feelings of ownership can develop toward both tangible and intangible targets, and 
(2) psychological ownership is both cognitive and affective in nature, and has important 
attitudinal, emotional and behavioral effects on those who have feelings of ownership.  
Possessions can serve as symbolic expression of the self (Dittmar 1992). In other words, 
there is a certain relationship perceived between the individual self and an object (Pierce, 
Kostova, and Dirks 2003). Research on endowment effect shows that legal possession of an 
object increases object valuation (Strahilevitz and Loewenstein 1998) because people associate 
their individual self with the target. Ariely and Simonson (2003) find that anticipatory possession 
of an object has similar ownership effects by associating self with the target object. When 
consumers develop feelings of ownership toward a brand, they integrate their self-concept into 
the brand of ownership. Owning a brand helps consumers define one’s self, express their self-
identity, and maintain a satisfying self-concept (Katz and Kahn 1978). 
Given that people can have a sense of ownership towards intangible objects and 
possessions are a part of extended self (Belk 1988), this research proposes that people can 
develop psychologically proximate and possessive feelings about brands. Building on the 
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literature pertaining to what constitutes possessions and feeling of ownership and a broader 
concept of psychological ownership, we define brand ownership as a state in which individuals 
have possessive feelings towards a brand, as well as feelings of control over the brand. That is, 
consumers consider the brand as “theirs” because they feel they own this brand through close 
connection with and emotional investment into it (Pierce et al., 2003). In the following sections, I 
explicate the brand ownership construct further to differentiate it from other brand concepts. 
More importantly, I identify the underlying dimensions of brand ownership and demonstrate that 
it has important implications for consumer and marketing research. 
 
Conceptual Distinctiveness 
There are many constructs appearing in the marketing and consumer behavior literature 
that depict the psychologically close relationship that connects consumers with brands. Brand 
ownership is related but also conceptually distinct from other brand constructs. To the best of my 
knowledge, there is not a single brand construct that is based on consumers’ psychological 
feelings of possession or ownership of a brand. The uniqueness of brand ownership lies in that it 
has feelings of ownership and possession as its conceptual core, which differentiates it from 
other brand constructs. The rival brand constructs are developed based on other linkages between 
consumers and brands, including consumers’ long-term behavioral and attitudinal disposition 
towards a relational brand (that is, brand commitment), perceived relevance of the brand based 
on consumers’ needs (that is, brand involvement), consumers’ incorporation of brands in their 
self-concept (that is, self-brand connection), emotional bond between consumers and brands (that 
is, brand attachment), consumers’ experience with brand (that is, brand experience), and brand’s 
association with human characteristics (that is, brand personality).  
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Using Pierce and Jussila’s (2011) framework of dimensions of distinctiveness, in this 
section, I will particularly focus on the difference of brand ownership from some affective and 
associative brand constructs, such as brand involvement (Zaichkowsky 1985), self-brand 
connection (Escalas and Bettman 2003; Escalas 2004), brand attachment (Thomson, MacInnis, 
and Park 2005) (See Table 1.1).  
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Table 1.1: Comparisons of Brand Ownership with Other Brand Constructs 
Dimensions of 
Distinctiveness 
Brand Ownership Self-brand 
connection 
Brand involvement Brand attachment 
1. Conceptual Core Possessiveness Use of brand identity 
to define oneself 
Perceived relevance of 
brand 
Emotional bond 
2. Questions answered What do I feel is 
mine or ours? 
Who am I? What do I believe? What do I feel close to? 
3. Motivational bases Need for place 
Effectance 
Self-identity 
Attraction 
Self-identity 
Self-enhancement 
Self-interests 
Attraction 
Beliefs and values 
Self-identity 
Emotional connection 
Self-enhancement 
4. Type of state Affective/cognitive Cognitive/perceptual Cognitive Affective 
5. Select consequences Rights and  
responsibilities  
Promotion of / 
resistance to change 
Support for brand 
Brand loyalty 
Liking 
Engage with brand 
Positive affect 
Support for brand 
Long-term relationship 
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Brand involvement reflects people’s perception of the importance of a brand in 
accordance with their needs, values, and interests (Zaichkowsky 1985). It emphasizes the 
consumers’ perceived relevance of the brand and their motivation to respond to the brand or the 
products. Brand ownership differs from involvement in that it highlights the connection between 
the brand and one’s self and sense of possession towards the brand. Brand ownership reflects 
consumers’ affective feelings and cognitive perceptions of a brand, whereas brand involvement 
focuses mainly on perceived importance or relevance of the brand to consumers. Consumers can 
have possessive feelings towards a brand and feel responsible to protect the brand when the 
brand does not meet their needs or values. In addition, brands with which consumers are highly 
involved are not necessarily brands that they perceive a part of their extended self.  
The notion of brand ownership is also distinct from the concept of self-brand connection 
(Escalas and Bettman 2003; Escalas 2004). Self-brand connection refers to the extent to which 
people incorporate brands into their self-concept (Escalas and Bettman 2003). That is, it reflects 
the degree to which they define themselves by employing the same attributes they find in a brand. 
In contrast, the conceptual core of brand ownership is the possessive feelings, sense of belonging, 
and feelings of responsibility that consumers have over a psychologically owned brand. Brand 
ownership addresses the question, “What brand do I feel is mine?” rather than “Who am I?” as 
reflected in the concept of self-brand connection. Consumers connect to a brand and see it as a 
way of creating their self-concept and expressing self-identity (Esacalas and Bettman 2003). 
Feelings of ownership towards a brand not only allow consumers to express self-identity, but 
also meet their psychological needs for belongingness and possessiveness. Additionally, people 
usually hold themselves accountable and have a sense of responsibility for what they own. A 
sense of ownership towards a brand causes consumers to care for and nurture the growth of the 
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brand.  
As with self-brand connection, brand attachment and brand love are characterized by 
positive affect. Brand attachment represents an emotional bond between consumers and brands 
(Thomson, MacInnis, and Park 2005) and it is related to consumers’ commitment to and 
investment in a brand.  Brand love is conceptualized as consumers’ emotion towards and 
relationship with a brand (Batra, Ahuvia, and Bagozzi 2012). It has a larger scope that 
encompasses self-brand integration, positive emotional connection, positive attitudes, and a long-
term relationship. However, neither of these constructs deals specifically with consumers’ 
feelings of possession and sense of belonging over a psychologically owned brand. Moreover, 
feelings of ownership, from a motivation perspective, suggest an implied responsibility for, or 
felt obligation to the target of ownership (O’Driscoll et al. 2006), which are not reflected in the 
brand attachment and brand love constructs.  
While the brand constructs reviewed above reveal psychological relationships that a 
consumer can form with a brand, brand ownership is approached as a distinct form of consumer-
brand relationship. None of those suggests a necessary condition of possession. Consumers can 
perceive that a brand is important or relevant to them, can feel connected to the brand, and can 
have an emotional bond with the brand, but still not have a sense of ownership for the brand. In 
other words, brand ownership is distinct from those previous brand constructs because it reflects 
consumers’ possessive feelings towards a brand, and refers to what consumers feel when ‘the 
brand is mine or ours’. This is not to suggest, however, that there is not a relationship between 
brand ownership and those other brand constructs. Brand ownership, in some way, will be 
related to those brand constructs, but it can also be conceptually distinguished from them. The 
distinctiveness of brand ownership suggests that it should have important implications for 
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consumer behavior research. Building on the ownership literature in psychology and consumer 
research (e.g., Belk 1988; Shu and Peck 2011), the concepts of possessiveness, belongingness, 
accountability, and dependability are proposed as the four dimensions of brand ownership. 
 
Possessiveness 
Possessions are a key contributor and reflections of people’s identities (Belk 1988). 
Through psychologically possessing a brand, consumers define and express their self-identities. 
According to Tuan (1980), people define possessions as things they call theirs, and they are what 
they have and possess. Possessions have important psychological meanings for individuals and 
play a significant role in forming and reflecting the self (Belk 1988; Richins 1994). 
Psychological meanings of possessions can be characterized as “a person’s subjective perception 
and affective reaction” to the possession (Szalay and Deese 1978, p. 2). Ellis (1985) notes that 
feelings of possessiveness appear to be universally present in all human societies and are evident 
in references to self and one’s own possessions. Dittmar (1992, p. 36) also suggests that feelings 
of ownership is a socialization process because “social and cultural factors significantly 
influence how people relate to their material possessions.”  
When consumers have feelings of ownership towards a brand, they consider a brand as 
part of extended self (Belk 1988). They believe that the brand is theirs and falls within the 
domain of the self. As feelings of possessiveness towards an object reflect a general attachment 
to the owned object (Wallendorf  and Arnould 1988), I argue that consumers will develop 
possessive feelings towards a brand when they consider the brand as theirs. A sense of 
possessiveness towards a brand usually manifests itself through claiming the brand as ‘my 
brand”. According to Pierce and Jussila (2011), feelings of possessiveness towards an owned 
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object, material or non-material (e.g., a brand), play an important social role in that they can 
serve to communicate one’s unique position within interpersonal networks.  
 
Belongingness 
Consumers are motivated to establish and maintain a unique identity through displaying 
their possessiveness towards the brand (e.g., Apple is my brand), while at the same time they are 
motivated to maintain interpersonal connections to meet their psychological needs for 
belongingness (Kleine, Kleine, and Allen 1995). The need to belong has long been suggested as 
a fundamental need for human beings in social psychology (Duncan 1981). According to Ardrey 
(1966), people usually develop strong attachment to or take ownership of possessions to satisfy 
their need for belonging. Baumeister and Leary (1995) further argue that people attempt to forge 
emotional bonds with others as well as objects to maintain a stable level of belongingness.   
Sense of belongingness in terms of brand ownership can be understood as a feeling that a 
brand belongs to consumers and is part of the consumers’ self-identity. Consumers can meet 
their social and emotional need to belong when they feel like a brand is “theirs”.  When 
consumers feel like owners of a brand, they meet their need for belongingness by connecting 
with the brand or other consumers. Recent research on social exclusion and consumers’ need for 
belongingness shows that when people’s fundamental needs for belongingness are threatened, 
they are more motivated to seek affiliation and engage in behaviors that help them reconnect 
with others (Baumeister, Twenge, and Nuss 2002; Knowles et al 2010; Mead et al 2011; 
Williams 2001; Zadro, Williams, and Richardson 2004). Within the realm of consumer behavior, 
research suggests that when consumers experience threats to self-concept or the need to belong, 
they tend to respond with consumption of certain products or engaging in certain consumption 
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behaviors. For instance, consumers who were socially excluded are more likely to spend money 
and consume products to communicate a desire to socially reconnect with others (Mead et al. 
2011). When the need to belong becomes a relevant goal, consumers display an increased 
preference for consumption of nostalgic products that strengthen social reconnection with others 
(Loveland, Smeesters, and Mandel 2010). This suggests that consumers can use brands to meet 
their needs for belongingness. For example, consumers can satisfy their social and psychological 
need to belong through joining in shared consumption of a brand or identifying with a brand 
community (McAlexander, Schouten, and Koenig 2002; Schau et al. 2009), in which they feel 
like that the brand is “theirs”.   
 
Accountability 
Accountability refers to “the implicit or explicit expectation that one may be called on to 
justify one’s beliefs, and feelings and actions to others” (Lerner and Tetlock 1999, p. 255). 
People expect themselves to have rights and responsibilities when they take ownership of their 
possessions. Research in developmental psychology find that young children display strong 
claims of ownership of those songs if they hear them first and they are defensive when the 
ownership of songs was threatened (Isaacs 1933). Consumers who experience feelings of 
ownership of a brand expect to invest himself or herself into the target of that brand through 
energy, care and concern (Pierce et al. 2003), which translate into feelings of being caring, 
protective, and nurturing for the brand.  
Previous research on organizational behavior suggests that feelings of ownership imply a 
sense of responsibility. O’Reilly (2002, p.19) conceptualizes employee’s psychological 
ownership as “a feeling on the part of employees that they have a responsibility to make 
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decisions that are in the long-term interest of the company.” Parker et al. (1997) focus on the felt 
responsibility of employees in their feelings of ownership towards an organization and suggest 
that an employee has a strong ownership orientation when they care about the organization.  
When a brand is seen as a part of extended self, consumers expect to hold themselves 
accountable for the brand and assume risk and are even willing to make self-sacrifices (Avey, 
Avolio, Crossley, and Luthans 2009; Pierce et al. 2003). This is especially true when consumers 
perceive a threat to a brand when the brand is undergoing changes. For example, Shields and 
Johnson (2012) finds that consumers are more defensive in their affective and attitudinal 
responses to changes in the brand that consider as “theirs”.  Building on the literature that 
suggests consumers who have feelings of ownership of a brand experience a sense of concern 
and responsibility for the brand, accountability is proposed to be one of the conceptual 
dimensions of the brand ownership construct.  
 
Dependability 
Dependability of a brand refers to the extent to which consumers can rely on the brand to 
satisfy their needs and get things done. Aaker (1997) categorized dependability into the 
competence dimension of brand personality. However, in this research, I argue that consumers 
often seek a sense of security through taking ownership of an object. Possessions satisfy people’s 
needs for security (Dittmar 1992). For example, Mehta and Belk (1991) observed that 
immigrants tend to maintain their possessions as “security blankets” to provide them with a 
feeling of security. Through a sense of possession for a brand, consumers view it as an object 
that provides a psychic comfort and security (Dittmar 1992; Furby 1978).  
In this notion, consumers who have higher feelings of ownership towards a brand 
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perceive that the brand can be relied upon. In other words, taking ownership of a brand provides 
consumers with a feeling of dependability.  
In summary, based on the literature review above, consumers can develop feelings of 
ownership towards a brand and consider the brand as part of the self. When a brand is classified 
as an extension of the self, consumers use the brand to reinforce their self-identity through 
claiming “this is my brand.” The brand towards which consumers have possessive feelings 
provides a means of expressing their self-identity to others and a means for satisfying their need 
for belongingness and security. In addition, when a brand is perceived as “mine”, consumers 
associated their self with brands and hold themselves responsible in the face of negative 
information about the brand. Thus, brand ownership is proposed to be a multi-dimensional 
construct comprising the four domains: possessiveness, belongingness, accountability, and 
dependability.  
 
Developing Brand Ownership Scale 
The construction of a brand ownership scale is necessary because the existing measures 
of psychological ownership or perceived ownership are not directly relevant to the study of 
consumer-brand relationships. I develop a measure of brand ownership based on both an 
exploratory study of consumers’ perceptions of brand ownership and a broad search of literature 
on possession and ownership.   
Before developing the scale, I first report the results of an exploratory qualitative study to 
determine whether the conceptualization of brand ownership presented above was in line with 
consumers’ conceptions of brand ownership. By doing so, I address the methodological 
challenges faced with the scale development. First, because ownership has been examined in 
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various disciplines, the development of a brand ownership scale should be built on a wealth of 
ownership literature. Second, the scale should specifically tap into the domain of consumer 
research and focus on the degree to which a consumer has possessive feelings towards a brand.  
In Study 1, I conduct four focus group interviews to explore consumers’ perceptions of 
their feelings of ownership towards a brand and examine whether consumers’ perceptions are 
similar to our conceptualization. In Study 2, I select or construct initial items based on Study 1 
and an extensive literature review, and I ask experts and consumers to screen these items. In 
addition, I conduct an exploratory factor analysis to determine the dimensionality of the scale. I 
also demonstrate that the scale has criterion validity. In Study 3, I further determine the 
dimensionality of the scale using a confirmatory factor analysis. In Study 4, I show that the scale 
is valid and reliable over time and across different groups. Study 5 presents additional 
examination of convergent and discriminant validity of the construct. In Study 6, I examine the 
effect of brand ownership on brand loyalty and purchase intention.  
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CHAPTER 3 QUALITATIVE EXPLORATION OF BRAND OWNERSHIP 
Study 1: Item Generation and Selection 
The goal of Study 1 was twofold. First, I will answer the question whether consumers 
develop feelings of ownership towards brands. Second, I create items for the proposed 
dimensions of brand ownership and select the items with face validity. In order to get a better 
and more comprehensive understanding of consumers’ feelings of ownership towards brands, I 
used in-depth focus group interviews to collect data. There are two main reasons why the 
interview method was adopted in the current study. First, interviews are useful to obtain data on 
an individual level to understand the individuals’ experience and perspectives (Lindof and Taylor 
1995). Secondly, this method has been proven to be very effective to collect detailed information 
about consumers’ perceptions of, and relationship with brands as well as their relevant feelings 
and behaviors (Batra, Ahuvia, and Bagozzi 2012). Specifically, participants were encouraged to 
think of any brands that they consider as “theirs” and describe their feelings and perceptions 
towards the brand. This process can help identify whether consumers develop feelings of 
ownership towards some brands, and the relevant motivations, antecedents, and consequences of 
brand ownership. 
 
Interview Protocol 
Two researchers developed an interview protocol (see Appendix I) so that participants 
were asked to answer the same questions, although acknowledging that interviewers could use 
spontaneous follow-up probes to ask participants to elaborate and clarify their responses (Lindof 
and Taylor 1995). The interview protocol is composed of 20 open-ended questions designed to 
answer the questions about consumers’ feelings of ownership towards brands. The process of 
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creating the interview protocol consisted of four steps. First, each researcher proposed a separate 
rough draft of the interview protocol based on the research questions. Second, the researchers 
compared the interview questions in two drafts and came up with a revised interview protocol 
that better answers the research questions. Third, the protocol was shared with an experienced 
expert on qualitative research, who provided suggestions to further revisions of the protocol, 
including the wording and the order of the questions. Finally, we tested the revised protocol on 
one volunteer—a 26-year old male consumer. Then we made some minor changes to the protocol 
based on the comments from the volunteer in the trial test, finalized the questions, and generated 
the current version. As a result, the questions in the protocol were worded in a concrete way 
instead of using abstract terms so that the participants could feel comfortable answering those 
questions and easily draw their personal experiences and thoughts.  
 The first question was devised to break the ice between the interviewer and the 
interviewees and obtain the information about his/her experience with some favorite brands.  The 
next three questions were designed to understand participants’ general perception of and feelings 
of ownership towards brands. The majority of the remaining questions were created to address 
proposed dimensions of brand ownership. Several questions were used to ask about participants’ 
thoughts and reactions to negative information about the brand. All the questions were designed 
in a way that participants' remarks or responses can serve as valuable data for analysis to answer 
the research question about consumers’ feelings of ownership towards a brand.   
 
Participants and Procedure 
Participants (n = 21) in the current study are college students from a university in the 
northeast. A total of four exploratory focus group interviews were conducted with these 
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consumers. Three focus group interviews were composed of five participants in each group, and 
one interview was comprised of six participants. Each interview ranged from forty-five minutes 
to one hour long. The semi-structured interview protocol was used and participants in each group 
were asked to think of any brands that they consider as “theirs” and describe their perceptions 
towards the brands.  
 
Data Analysis 
After interviews, the recordings were transcribed into texts for data analysis. The 
grounded theory approach and the constant comparison method (McCracken 1988; Strauss and 
Corbin 1994) were used to categorize the responses. Using this method, responses were 
examined to ensure that groups or categories were clearly constructed. Researchers followed the 
constant comparison method and analyzed the data in five steps. First, researchers read the four 
transcripts and obtained a general idea of the interviewees’ responses. Second, each researcher 
created a coding system based on the research questions. Third, the transcripts and texts were 
reread and the themes of responses and texts were summarized and fit into the initial categories. 
Fourth, the categories from each researcher were reexamined and compared to merge similar 
categories and define new categories. Finally, the researchers shared the results of the analysis 
with three participants in the study. They provided some positive feedback and additional 
information for the results.  
 
Results 
Throughout four interviews, each participant identified at least one brand towards which 
they had feelings of ownership or had described as “theirs”. The brands mentioned in the 
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interviews were (frequencies of mention are in parentheses) Apple (8), Nike (8), Google (6), 
Starbucks (5), Coca-Cola (4), Abercrombie & Fitch (3), Disney (3), Google (2), Tropicana (2), 
Audi (2), Manchester United (1), and Rolex (1). 
The constant comparison method was used to categorize the responses (Glaser and 
Strauss 1967).  Two independent researchers analyzed, compared, defined the reponses, and 
merged them into the four categories that are consistent with the proposed dimensions of brand 
ownership.  
 
Possessiveness 
Feelings of possessiveness towards a brand manifest itself through consumers’ claiming a 
brand as “theirs”. Consumers view a brand as part of their self and an “owned object.”  For 
example, one participant (Matthew) described his possessive feelings towards Rolex as a brand,  
After I originally had become interested in Rolex, because my grandfather wore one 
constantly, I started learning about the brand more, and I guess started to like it for its 
own merits. I started to like Rolex as a brand, you know. When I think of it, it’s like this 
is mine.  This is my Rolex. 
 
He emphasized that he used to associate the brand (Rolex) with his successful grandfather. Now, 
as an adult, he perceived Rolex as his brand even though he has not bought or actually owned a 
Rolex watch.  
 Another participant (Ashley) described her experience with Starbucks and highlighted her 
feelings of possessiveness toward the brand, “I think it’s like mine because I think all of us are 
different here, but I think Starbucks is something that I definitely can identify myself with.” It 
seems that she feels an association between herself and the brand, identifies with the brand, and 
uses it to express her self-identity.  
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Belongingness 
Consumers can meet their need for belongingness through developing a strong 
attachment to the brand. They see a brand as a reflection of themselves and feel connected with 
the brand.  With regard to consumers’ felt belongingness towards a brand, one participant 
(James) said that “So, I feel like, like Starbucks does a really good job because I feel like it really 
does fit me like as far as my personality is, like belongs to me. ”  
Another consumer (Megan) emphasized the sense of belonging towards Google by 
stating that “It’s certainly part of my life. I feel like, maybe, just not know how many 
opportunities it offers to make my life a lot simpler.  So, yeah, Google is definitely a part of my 
life.” 
 
Accountability 
When consumers take ownership of a brand, they expect themselves to have 
responsibility for the brand. They think that they are in a position to nurture, care for, and protect 
the brand. One consumer (Sage) mentioned her felt accountability by saying that “I feel a 
responsibility to defend the brand (Apple) when it was criticized.” Another participant (Amanda) 
felt that she was responsible to protect her brand when others were questioning about it,  
And like, if you associate yourself with a brand and someone insults that, it’s like, I 
would take it personally like, “You don’t like my taste.  You don’t like my choice. You 
don’t like this.”  So, like, I’m going to defend the brand but really I’m like defending 
myself.   
 
Similarly, one consumer (Jennifer) described her feelings when someone said something 
bad about her Disney movie, “But, I don’t care, it’s like my show.  That’s what I watch.  And 
then it was so like I would feel like, I don’t know, embarrassed or something because he was 
insulting what I watched.” Another respondent (Emily) express her felt responsibility when 
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others were attacking her brand,  
So, I think it’s just like when someone attacks something that you like, just cause they 
don’t like it doesn’t mean it’s not a good product.  I think that’s why we all kind of get 
defensive about certain things like that cause it’s preference. 
 
Dependability 
The dependability of a brand refers to consumers’ perception that they can rely on the 
brand and trust the brand to get things done. Consumers usually get a sense of security from the 
objects they own and they depend on them to meet their needs. One participant (Brandon) 
expressed his perceptions about Google, a brand he considered as “his”, and emphasized its 
dependability, “And now that I have Google, and I can rely on myself and Google to get things 
done.” Another consumer (Andrew) showed his confidence in and preference for his brand, and 
said, “And so I guess the fact that I can rely on them 100% and they haven’t done anything so far 
to take that away, I give it a higher consideration over other brands.” 
 
Construction of the Scale 
From the literature review as well as the focus group interviews, I selected and 
constructed 139 items to refer to possessiveness (35 items), belongingness (38 items); 
accountability (37 items), and dependability (29 items).  I then asked two experts in linguistics to 
screen those items in terms of style consistency and clarity of statements. This yielded a total of 
122 items for the next study: possessiveness (31 items), belongingness (32 items); accountability 
(32 items), and dependability (27 items).  Next, I will reduce the number of scales items and 
conduct both exploratory and confirmatory factor analysis to explore and determine the 
dimensions of the construct.  
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CHAPTER 4: EMPIRICAL VALIDATION OF BRAND OWNERSHIP 
Study 2: Item Reduction and Dimensionality of the Scale 
The objective of Study 2 was to reduce the number of items and to explore the 
dimensions of the scale. Specifically, I attempted to address the number of dimensions and 
whether the proposed items can be captured by these dimensions.  
 
Participants and Procedure 
In a pretest, 35 students were recruited to participate in a study on brand ownership. After 
explaining the concept of brand ownership, I asked the participants to write down a brand that 
they think of as “theirs” and to evaluate the extent to which they agree or disagree with the 122 
statements (1 = “strongly disagree,” and 7 = “strongly agree”). I retained items with a mean 
value greater than 4.0 and a standard deviation less than 2.0 (Brakus, Schmitt, and Zarantonello 
2009), which results in a total of 104 items: 26 for possessiveness, 27 for belongingness, 27 for 
accountability, and 24 for dependability.  
In the main study, I asked a new sample of 209 university students to indicate whether 
they developed possessive feelings to some brands. They were asked to write down one brand 
that they think can be described as “theirs”. Then they rated the extent to which they agree or 
disagree with the statements (1 = “strongly disagree,” and 7 = “strongly agree”) with regard to 
their feelings of ownership towards the brand. Students received one extra course credit for their 
participation. Questions were presented in random order in the questionnaire  
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Table 2.1: Total Variance Explained 
Component 
Initial Eigenvalues 
Extraction Sums of Squared 
Loadings 
Rotation Sums of Squared 
Loadings 
Total 
% of 
Variance Cumulative % Total 
% of 
Variance Cumulative % Total 
% of 
Variance Cumulative % 
1 43.317 39.380 39.380 43.317 39.380 39.380 21.912 19.920 19.920 
2 13.090 11.900 51.280 13.090 11.900 51.280 16.706 15.188 35.108 
3 6.899 6.272 57.551 6.899 6.272 57.551 14.545 13.223 48.330 
4 5.087 4.625 62.176 5.087 4.625 62.176 13.397 12.179 60.509 
5 4.082 3.711 65.887 4.082 3.711 65.887 5.915 5.378 65.887 
6 2.829 2.572 68.458             
7 2.362 2.147 70.606             
8 1.920 1.746 72.352             
9 1.748 1.589 73.941             
10 1.625 1.477 75.419             
11 1.369 1.244 76.663       
12 1.123 1.021 77.835       
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Results 
As shown in Table 2.1, an exploratory factor analysis using Maximum Likelihood 
Estimation with Varimax rotation revealed a twelve-factor solution with eigenvalues greater than 
1 (total variance explained = 75%), but only the first five factors were significant based on a 
scree plot (variance explained = 66%). I examined items that had a loading greater than 0.5 to 
interpret the five-factor solution. The results indicated that three factors were easy to interpret: 
possessiveness loaded on factor 2, accountability loaded on factor 3, and dependability on factor 
4. However, factor 1 and factor 5 included mixed items that reflect consumers’ sense of 
belonging and self-identity.  
To obtain a clear structure of factors, I conducted a factor analysis with Varimax rotation 
and restricted the number of factors to five. I used a stricter criterion with a loading greater 
than .7. The results showed that 21 items met the criterion with a distinct structure of five factors. 
5 items loaded on the first factor belongingness, 4 items on possessiveness, 4 items loaded on 
accountability, and 5 items on dependability, and 3 items loaded on self-identity.  
In addition, to check the consistency between the factor structures with our proposed 
framework, I conducted an additional factor analysis and restricted the number of factors to four.  
Results indicated that seven items loaded onto factor 1. It is clear from Table 2.2 that these seven 
items all relate to consumers’ sense of belonging and self-identity. This factor loads onto items, 
such as “I feel that the brand is a part of me,” “Having or using the brand makes me feel like 
myself,”, “This is a brand I’d like to associate myself with,”, and “What the brand represents fits 
in with the way I am.” This factor was labeled “belongingness”, which reflects consumers’ 
perception that the brand is a part of their self and belongs to them.  
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Table 2.2. Summary of Exploratory Factor Analysis Results for Brand Ownership Measure (n = 209) 
 
 Factor Loadings 
 Belongingness Possessiveness Accountability Dependability 
I see a personal connection with the brand.   .72    
I feel that the brand is a part of me. .84    
Having or using the brand makes me feel like myself. .82    
I am similar to what I think the brand represents. .69    
This is a brand I’d like to associate myself with. .81    
What the brand represents fits in with the way I am. .73    
The brand is something that I definitely can identify myself with. .75    
I feel I own this brand.  .75   
I feel possessive when thinking about this brand.  .91   
I feel a high degree of personal ownership when thinking about the brand.  .88   
I feel that this is my brand.  .86   
I feel a responsibility to defend the brand if it is criticized.   .72  
I get defensive when the brand is under attack.   .69  
I really care about the fate of this brand.   .83  
I would personally defend the brand to others if someone criticized it.   .85  
I get upset when the brand doesn’t get reviewed well.   .81  
This brand is a dependable.    .83 
I feel like that I can rely on this brand.    .89 
I have confidence in this brand.    .85 
I trust this brand.    .81 
Note. This is a principle components factor analysis on brand ownership using Maximum Likelihood Estimation with Varimax Rotation. 
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 Four items loaded onto a second factor related to consumers’ feelings of possessiveness 
toward a brand. This factor includes such items as, “I feel possessive when thinking about this 
brand,” and “I feel a high degree of personal ownership when thinking about this brand.” This 
factor was labeled “possessiveness”, which reflects consumers’ possessive feelings towards a 
brand.  
 The five items that loaded onto factor 3 identify the felt responsibility or obligation of 
consumers in caring for and protecting a brand. This factor includes the following items, “I really 
care about the fate of the brand,” “I would personally defend this brand and its products,” “I kind 
of get upset when the brand doesn’t get reviewed well,” and “I feel a responsibility to defend the 
brand if it is criticized.” This factor was labeled “accountability” and refers to consumers’ 
perceived responsibility for a brand.  
The four items that loaded on factor 4 represent consumers’ perception of a brand in 
terms of its dependability and reliability. This factor includes items like, “This brand is a 
dependable one,” “I feel like that I can rely on this brand,”  “I have confidence in this brand,” 
and “I trust this brand.” This factor was labeled as “dependability”, and refers to the sense of 
reliability and security that a brand provides to its consumers.  
Additionally, I assessed the Cronbach’s alpha for each factor and all were satisfactory 
above Nunnally’s (1978) criterion of .7. Further analysis revealed that the Pearson correlation 
(See Table 2.3) between belongingness and possessiveness is .53 (p < .01), the correlation 
between belongingness and accountability is .50 (p < .01), and the correlation between 
belongingness and dependability is .42 (p < .01). The correlation between possessiveness and 
accountability is .34 (p < .01), and the correlation between possessiveness and dependability 
is .39 (p < .01). The correlation between accountability and dependability is .28 (p < .01). This 
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suggests that the four factors are interrelated to each other, but also represent different 
dimensions of brand ownership.  
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Table 2.3. Correlations of Four Factors of Brand Ownership 
 
 Factors Belongingness Possessiveness Accountability Dependability  
1 Belongingness 1    
2 Possessiveness 0.53** 1   
3 Accountability 0.50** 0.34** 1  
4 Dependability 0.42** 0.39** 0.28** 1 
Note: Pearson correlations **p <. 01.  
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Study 3: Confirmation of Dimensions 
The purpose of Study 3 was to further reduce the number of scale items and confirm the 
dimensions of brand ownership scale. In Study 3, I conducted both exploratory and confirmatory 
factor analysis to refine the scale and test the stability of the scale with a new sample and a 
different approach to introduce the concept of brand ownership to participants. As suggested by 
Brakus, Schmitt, and Zarantonello (2009), using a new sample with a different approach enables 
researchers to test whether responses to the scale items were respondent independent.  
 
Participants and Procedure 
A total of 325 students from a different university in the northeast participated in Study 3 
in exchange for one extra course credit. The survey started with a brief scenario about the 
concept of brand ownership and two relevant examples to encourage participant to think about 
similar feelings towards a brand (see Appendix 2), 
We all interact with brands in our daily lives. Have you ever developed possessive 
feelings towards a brand? That is, you feel like the brand is yours. The feelings of 
ownership do not necessarily mean you purchased or used the brand before. 
  
For example, an Eagles fan might feel, "I'm no bandwagon fan, I bleed green for the 
Eagles," even though he never attends the games or owns the team. Or "Oh yeah, 
Landshark is MY beer," even though he drinks Landshark every now and then. 
 
After participants read the scenario above, they were asked to think of any brands 
towards which they developed possessive feelings and write down one brand that they think can 
be described as “theirs”. Then they evaluated the extent to which they agree or disagree with the 
statements regarding their feelings of ownership towards the brand (1 = “strongly disagree,” and 
7 = “strongly agree”).  
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Results 
As shown in Table 3.1, an exploratory factor analysis with Varimax rotation revealed 
four factors with eigenvalues greater than 1, explaining 68.4% of the variance. As the Table 3.2 
shows, similar to Study 2, items reflecting consumers’ sense of belongingness  and self-identity 
(7) loaded on the first factor, possessiveness items (4) on the second factor, 5 items about 
consumers’ felt accountability loaded on factor 3, and 4 items representing the dependability of a 
brand loaded on factor 4.  
To reduce the number of items further, two independent researchers examined the 20 
items in terms of semantic similarity and consistency. They omitted 5 items (3 items for 
belongingness, 1 item for accountability, and 1 item for dependability). In addition, I retained 
items that met a stricter criterion of loading .7, which yielded 3 items for each proposed 
dimension. The reliability of the four factors was checked and the Cronbach’s alpha for each 
factor was satisfactory based on Nunnally’s criterion (1978).  
 
Comparison of two first-order measurement models 
In addition, I used confirmatory factory analysis to examine which measurement model 
fit the data best. I examined two models: (1) the first-order four-factor model 
(belongingness/self-identity, possessiveness, accountability, and dependability), (2) the first-
order four-factor model with fewer items after omission (belongingness, possessiveness, 
accountability, and dependability).  
 Results from the confirmatory factor analyses showed that the first-order four-factor 
model (with 20 items) has a goodness-of-fit index (GFI) = .78, the comparative fit index (CFI) 
= .91, standard root mean square residual (SRMR) = .13, and the root mean square error of 
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approximation (RMSEA) = .11, and χ2(164) = 690.88, p < .001. As shown in Figure 3.1, the fit 
indices all indicated that the first-order four-factory model with 20 items had a bad fit.  
 Additionally, the results showed that the first-order four-factor model with fewer items 
after omission (12 items) has a goodness-of-fit index (GFI) = .95, the comparative fit index (CFI) 
= .98, standard root mean square residual (SRMR) = .04, and the root mean square error of 
approximation (RMSEA) = .05, and χ2(48) = 79.80, p < .01 (see Figure 3.2). The fit indices 
indicated that this model has an acceptable fit. Additionally, following Thomson, MacInnis, and 
Park’s (2005) suggestion on how to compare two measurement models, I calculated the ratio 
between the chi-square statistic and the number of degree of freedom. The first-order four-factor 
model with 12 items had a lower value (1.66) than the first-order four-factor model with 20 items 
(4.21), which means that the former is a more desirable model with better fit indices. 
 
Comparison of two second-order measurement models 
On the basis of the model comparison results above, the four-factor model with 12 items 
had a better model fit. However, it is not sufficient to demonstrate that all four factors represent 
the four dimensions of the brand ownership construct. To confirm the nature of multiple 
dimensions of the construct, I conducted additional confirmatory factor analysis to examine two 
second-order models: (1) the second-order four-factor model with 20 items (belongingness/self-
identity, possessiveness, accountability, and dependability), (2) the second-order four-factor 
model with 12 items after omission (belongingness, possessiveness, accountability, and 
dependability). The second-order model is different from the first-order model in that all four 
latent variables (belongingness, possessiveness, accountability, and dependability) additionally 
load on a higher order latent variable—brand ownership.   
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Results from the confirmatory factor analyses (see Figure 3.3) showed that the second-
order four-factor model (with 20 items) has a goodness-of-fit index (GFI) = .77, the comparative 
fit index (CFI) = .91, standard root mean square residual (SRMR) = .12, and the root mean 
square error of approximation (RMSEA) = .12, and χ2(166)= 599.64, p < .001. The fit indices 
indicated that the first-order four-factor model with 20 times had a bad fit.  
 As shown in Figure 3.4, the second-order four-factor model with 12 items has a 
goodness-of-fit index (GFI) = .96, the comparative fit index (CFI) = .99, standard root mean 
square residual (SRMR) = .04, and the root mean square error of approximation (RMSEA) = .05, 
and χ2(50) = 74.42, p < .05. The fit indices indicated that this model has an acceptable fit.  
In addition, I calculated the ratio between the chi-square statistic and the number of 
degree of freedom (Thomson, MacInnis, and Park 2005) to determine which model has a better 
fit. The second-order four-factor model with 12 items had a lower value (1.49) than the second-
order model with 20 items (3.61). The results indicated that the former is a more desirable model 
with better fit indices (see Table 3.4). 
Discussion 
In summary, the second-order four-factor model with 12 items has a better fit than 
alternative models (See Table 3.5). The 12-item brand ownership scale captures four dimensions 
of brand ownership: belongingness, possessiveness, accountability, and dependability. The 
findings in Study 3 demonstrate that the brand ownership construct is composed of four 
dimensions and these dimensions are related to each other, but also different enough to be a 
distinct component of the construct. The four dimensions of the scale as a whole can reflect the 
extent to which consumers have feelings of ownership towards a brand. In the next study, I 
provide an additional examination of the scale’s reliability and validity.   
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Table 3.1: Total Variance Explained 
 
Component 
Initial Eigenvalues Extraction Sums of Squared Loadings 
Total 
% of 
Variance Cumulative % Total 
% of 
Variance Cumulative % 
1 8.020 40.099 40.099 8.020 40.099 40.099 
2 2.433 12.165 52.264 2.433 12.165 52.264 
3 1.774 8.871 61.136 1.774 8.871 61.136 
4 1.453 7.266 68.402 1.453 7.266 68.402 
5 .873 4.363 72.765       
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Table 3.2. Summary of Exploratory Factor Analysis Results for Brand Ownership Measure 
 
 Factor Loadings 
 Belongingness Possessiveness Accountability Dependability 
I see a personal connection with the brand. .68    
I feel that the brand is a part of me. .73    
Having or using the brand makes me feel like myself. .79    
I am similar to what I think the brand represents. .61    
This is a brand I’d like to associate myself with. .72    
What the brand represents fits in with the way I am. .72    
The brand is something that I definitely can identify myself with. .75    
I feel I own this brand.  .60   
I feel possessive when thinking about this brand.  .85   
I feel a high degree of personal ownership when thinking about the brand.  .92   
I feel that this is my brand.  .81   
I get defensive when the brand is under attack.   .65  
I really care about the fate of this brand.   .70  
I would personally defend the brand to others if someone criticized it.   .81  
I get upset when the brand doesn’t get reviewed well.   .74  
I feel a responsibility to defend the brand if it is criticized.   .73  
This brand is a dependable.    .81 
I feel like that I can rely on this brand.    .72 
I have confidence in this brand.    .75 
I trust this brand.    .73 
Note. This is a principle components factor analysis on brand ownership using Maximum Likelihood Estimation with Varimax 
rotation. 
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Table 3.3. Correlations of Four Factors of Brand Ownership 
 
 Factors Belongingness Possessiveness Accountability Dependability  
1 Belongingness 1    
2 Possessiveness 0.58** 1   
3 Accountability 0.57** 0.60** 1  
4 Dependability 0.55** 0.44** 0.31** 1 
Note: Pearson correlations **p < .01.  
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Table 3.4. Confirmatory Factor Analysis Model Fit Comparisons 
 
Model Chi-Square d.f. Chi-Square Difference
a
 
Null 1678.11 170 -- 
First-order four factor model with 20 items 690.88 164 987.23, p < .001 
Second-order four factor model with 20 items 599.64 166 91.24, p < .001 
First-order four factor model with 12 items 79.80 48 519.84, p < .001 
Second-order four factor model with 12 items 74.42 50 5.38, p < .05 
    
 GFI CFI RMSEA 
First-order four factor with 12 items .95 .98 .05 
Second-order four factor with 12 items .96 .99 .05 
 
aChi-square differences represent comparisons of subsequent models (e.g., null versus first-order four factor model with 20 items, 
first-order four factor model with 20 items versus Second-order four factor model with 20 items).  
 
43 
 
Figure 3.1: First-order four-factor measurement model (with 20 items) 
 
 
Note. B = belongingness, P = possessiveness, A = accountability, D = dependability.  B1-B7 represents 
seven indicators of belongingness, P1-P4 represents four indicators of possessiveness, A1-A5 represents 
five indicators of accountability, and D1-D4 represents four indicators of dependability.   
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Figure 3.2: First-order four-factor measurement model (with 12 items) 
 
 
 
Note. B = belongingness, P = possessiveness, A = accountability, D = dependability.  B1-B3 represents 
three indicators of belongingness, P1-P3 represents three indicators of possessiveness, A1-A3 represents 
three indicators of accountability, and D1-D3 represents three indicators of dependability.   
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Figure 3.3: Second-order four-factor measurement model (with 20 items) 
 
Note. BO = brand ownership, B = belongingness, P = possessiveness, A = accountability, D = 
dependability.  B1-B7 represents seven indicators of belongingness, P1-P4 represents four indicators of 
possessiveness, A1-A5 represents five indicators of accountability, and D1-D4 represents four indicators 
of dependability.   
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Figure 3.4: Second-order four-factor measurement model (with 12 items) 
 
Note. BO = brand ownership, B = belongingness, P = possessiveness, A = accountability, D = 
dependability.  B1-B3 represents three indicators of belongingness, P1-P3 represents three indicators of 
possessiveness, A1-A3 represents three indicators of accountability, and D1-D3 represents three 
indicators of dependability. 
 
  
47 
 
Study 4: Testing Measurement Invariance across Groups 
The objective of Study 4 was to further validate the brand ownership scale. In order to 
show that the scale is internally consistent and reliable, the measurement invariance of the 
construct has been examined. Measurement invariance is s statistical property of measurement 
that indicates that the same construct is being measured across different specified groups 
(Cheung and Rensvold 2002). In other words, tests of measurement invariance can examine 
whether a measure is interpreted in a conceptually similar manner by respondents representing 
different groups (Steenkamp and Baumgartner 1998; Vandenberg and Lance 2000). Violations of 
measurement invariance may preclude meaningful interpretation of the construct and 
measurement data (Vandenberg and Lance 2000). Thus, it is necessary to compare the factor 
structures across groups to conclude that different groups of participants conceptualize the brand 
ownership construct in the same way (Joreskog 1971). 
 
Participants and Procedures 
To provide evidence of measurement consistency across groups, I conducted Study 4 
with a different student population. 289 students from another University in the east coast 
participated in the study in exchange for one extra course credit. Similar to the procedures used 
in Study 3, participants first read a brief scenario about brand ownership and then were asked to 
choose one brand to which they have feelings of ownership.  After that, they reported the extent 
to which they agree or disagree with the statements regarding their feelings of ownership towards 
the brand (1 = “strongly disagree,” and 7 = “strongly agree”).   
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Results 
To assess that the psychometric properties of the scale is equivalent across the groups in 
Study 3 and Study 4, I performed multi-group confirmatory factor analyses (MGCFA) using 
LISREL 8.80, and tested the measurement invariance to compare the factor structures (Joreskog 
1971). As shown in Figure 4.1, the MGCFA model provided a good fit to the data, indicating 
that the factorial structure of the construct is equal across groups, with the goodness-of-fit index 
(GFI) = .93, the comparative fit index (CFI) = .98, standard root mean square residual (SRMR) 
= .04, and the root mean square error of approximation (RMSEA) = .06, and χ2(94) = 179.19, p 
< .05.  
 
Discussion 
The findings from Study 4 demonstrate that the conceptual interpretation of the brand 
ownership construct is consistent across different groups. According to Steenkamp and 
Baumgartner (1998), it is important to examine the measurement invariance between different 
groups of consumers to establish the generalizability of consumer behavior theory and constructs. 
Study 4 shows that consumers can develop feelings of ownership towards a brand and brand 
ownership is a reliable construct that captures this form of relationship with a brand.  
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Figure 4.1: Multi-group confirmatory factor analyses of second-order four-factor measurement model 
 
 
Note. BO = brand ownership, B = belongingness, P = possessiveness, A = accountability, D = dependability.  B1-B3 represents three indicators of 
belongingness, P1-P3 represents three indicators of possessiveness, A1-A3 represents three indicators of accountability, and D1-D3 represents 
three indicators of dependability. 
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Study 5: Additional Reliability and Validity Tests of the Brand Ownership Scale 
The objective of Study 5 is to provide additional evidence for the convergent validity and 
discriminant validity of the scale in relation to key brand constructs.  As discussed earlier in this 
research, conceptually, brand ownership as a construct is distinct from other brand constructs 
(e.g., self-brand connection, and brand involvement) in that its conceptual core is the consumers’ 
possessive feelings towards a brand. Consumers meet their need for belonging through 
psychologically owning a brand. Brand ownership is also unique because it has implied 
responsibility and accountability. In this study, I empirically show that brand ownership is a 
related but distinct construct from other brand measurements.  
 
Participants and Procedure 
A total of 283 participants from a University in the northeast participated in the study in 
exchange for one extra course credit. Similar to the procedures in Study 4, participants first read 
a slightly modified scenario about brand ownership and then were asked to choose one brand to 
which they have feelings of ownership.   
We all interact with brands in our daily lives. Have you ever developed possessive 
feelings towards a brand, or felt that a brand is a part of yourself or belongs to you? That 
is, you feel like the brand is yours, and you really care about it. 
  
For example, an Apple enthusiast might feel, "I see Apple as my brand. It is a part of me, 
and I trust it". Or a beer lover might feel "Oh yeah, Heineken is MY beer brand. I feel 
like it almost belongs to me. I would feel offended if someone would criticize it". 
 
After that, they reported the extent to which they agree or disagree with the statements regarding 
their feelings of ownership towards the brand (1 = “strongly disagree,” and 7 = “strongly agree”). 
In addition, they completed items related to the following brand scales: brand involvement, self-
brand connection, brand attachment, and brand loyalty.   
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Zaichkowsky’s (1985) brand involvement was assessed using a seven-point six-item 
scale (“unimportant to me/important to me,” “of no concern to me/of concern to me,” “irrelevant 
to me/relevant to me,” “means nothing to me/means a lot to me,” “useless to me/ useful to me,” 
and “insignificant to me/significant to me”). Escalas and Bettman’s (2003) self-brand connection 
was measured using a seven-point seven-item scale (“The brand reflects who I am,” “I can 
identify with this brand,” “I feel a personal connection to the brand,” “I use the brand to 
communicate who I am to other people,” “I think this brand helps me become the type of person 
I want to be,” “It reflects who I consider myself to be,” “The brand suits me well.”). Brand 
loyalty (Yoo and Donthu 2001) was evaluated using a seven-point 5-item scale (“In the future, I 
will be loyal to this brand,” “I will buy this brand again,” “This brand will be my first choice in 
the future,” “I will not buy other brands if this brand is available at the store,” “I will recommend 
this brand to others”).  
 
Results 
 First, I computed composite scores for four brand ownership dimensions (belongingness, 
possessiveness, accountability, and dependability), brand involvement, self-brand connection, 
and brand loyalty. Next, I conducted a factor analysis on the seven composite brand scales, 
which revealed a three-factor solution (with 82.6% variance explained). Table 5.1 shows the 
factor loadings and pattern after Promax (oblique) rotation. As Table 5.1 indicates, the four 
dimensions of brand ownership had their strongest loadings on Factor 1. Self-brand connection 
and brand involvement had the highest loadings on Factor 2. What is worth noting is that self-
brand connection also had a moderate loading on Factor 1. Finally, brand loyalty loaded high on 
Factor 3. The inter-factor correlations among the three factors were moderated, ranging from .39 
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to .52. Thus, brand ownership, measured using the four dimensions, is distinct, yet related, to 
other brand constructs, such as self-brand connection, brand involvement, and brand loyalty.  
 To assess the convergent and discriminant validity of the brand ownership construct 
further, I examined factor loadings, average variance extracted (AVE), and interconstruct 
correlations through confirmatory factor analysis. As suggested by Hair, Black, Babin, and 
Anderson (2009), convergent validity is evaluated based upon two measures: variance extracted 
by each construct (AVE), and construct reliability (CR). Based on the calculations of results of 
confirmatory factor analysis, the average variance extracted for brand ownership was 67.25% 
(see Table 5.2) and exceeded the .50 criteria for adequate convergent validity. In addition, the 
construct reliability was .89 and was greater than .7 cutoff criteria for high reliability. The results 
in both measures indicated the construct has convergent validity.  
 The discriminant validity of a construct reflects the extent to which a construct is truly 
distinct from other constructs (Hair, Black, Babin, and Anderson 2009). The discriminant validity 
is evaluated based on the comparison between average variance extracted (AVE) and 
corresponding squared interconstruct correlation estimates (SIC). As shown in Table 5.2, the 
AVE for brand ownership is .67, which was greater than the SIC of brand ownership with other 
constructs (.42, .26, .23 respectively). The results indicated that the indicators have more in 
common with the construct they are associated with than they do with other constructs. Thus, the 
four-factor brand ownership demonstrates adequate discriminant validity.  
 
Conclusion 
The findings show that the 12-item brand ownership scale captures the four dimensions 
of brand ownership: belongingness, possessiveness, accountability, and dependability. The scale 
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is shown to be a reliable and an internally consistent measure. It is related to, but distinct from, 
other brand scales. From the results of quantitative Studies 2-5, as well as a qualitative Study 1, 
the scale has been consistently shown to reflect the extent to which consumers have feelings of 
ownership towards a brand. Overall, the four dimensions capture in a valid way the various 
aspects of brand ownership in terms of feelings of belongingness, possessiveness, accountability, 
and dependability (see Table 5.3 for scale items, Figure 5.1 for construct structure). In the next 
study, I examine how brand ownership can predict consumers’ brand loyalty and purchase 
intentions.  
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Table 5.1. Exploratory Factor Analysis (Promax Rotation), Brand Ownership Dimensions, and Other Brand Scales 
 
 Factor Loadings 
 1 2 3 
Belongingness .896 .147 -.194 
Possessiveness .692 .194 .122 
Accountability .776 -.268 .386 
Dependability .790 .019 .122 
Self-brand connection .407 .660 -.156 
Brand involvement  .038 .815 .239 
Brand loyalty -.064 .223 .898 
 
Notes: Standardized regression coefficients. Bold values indicate the factor on which each item predominantly loads. 
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Table 5.2. Convergent and Discriminant Validity of Brand Ownership 
 
 Brand 
ownership 
Self-brand 
connection 
Brand 
involvement 
Brand loyalty 
Average Variance Extracted 67.25% 66.72% 59.14% 69.17% 
Construct Reliability 0.89 0.93 0.90 0.92 
     
Interconstruct Correlations     
Brand ownership 1.00    
Self-brand connection 0.65 1.00   
Brand involvement 0.51 0.56 1.00  
Brand loyalty 0.48 0.42 0.46 1.00 
     
Correlations Squared     
Brand ownership 1.00    
Self-brand connection 0.42 1.00   
Brand involvement 0.26 0.31 1.00  
Brand loyalty 0.23 0.18 0.21 1.00 
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Table 5.3. Brand Ownership Scale Items  
 
Dimensions Scale items 
  
Belongingness I feel that the brand is a part of me. 
 Having or using the brand makes me feel like myself. 
 This is a brand I’d like to associate myself with. 
  
Possessiveness I feel possessive when thinking about this brand. 
 I feel a high degree of personal ownership when thinking about the brand. 
 I feel that this is my brand. 
  
Accountability I really care about the fate of this brand. 
 I would personally defend the brand to others if someone criticized it. 
 I get upset when the brand doesn’t get reviewed well. 
  
Dependability This brand is a dependable. 
 I feel like that I can rely on this brand. 
 I trust this brand. 
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Figure 5.1. Confirmatory Factory Analysis: Second-order Model with Four Dimensions 
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Study 6: Using Brand Ownership to Predict Consumer Behavior 
The purpose of Study 6 is to examine the effect of brand ownership on two key 
behavioral outcomes—brand loyalty and purchase intention (Yoo and Donthu 2001). Prior 
research shows that consumers who are associated with a brand have positive attitudes towards 
the brand (Escalas and Bettman 2003, 2005). However, they do not identify a possible 
mechanism underlying such an effect. In this study, I expect that brand ownership can be the 
factor that mediates the relationship between consumers’ self-brand connection and behavioral 
outcomes. In the following section, I discuss the direct effect of self-brand connection on brand 
loyalty and purchase intention and the mediating role of brand ownership in such a relationship. 
 
Hypothesis Development 
Research shows that consumers use products or brands to represent their self-images and 
use a brand to express their self-identity (Escalas and Bettman 2005). Self-brand connection 
reflects the extent to which consumers have integrated brands into their self-concept (Escalas and 
Bettman 2000). The linkage between the brand and consumers’ self-concept has been proposed 
as an important factor in affecting their attitudes and behaviors (Ferraro, Escalas, and Bettman 
2011; Cheng, White, and Chaplin 2012). Consumers who have a high level of self-brand 
connection have more positive brand attitudes because they tend to associate the positive 
attributes about the self with the brand (Ferraro, Escalas, and Bettman 2011; Escalas and 
Bettman 2005). When consumers have positive evaluations and favorable attitudes towards a 
brand, I expect that they are more likely to purchase a brand and less likely to buy an alternative 
brand (Mittal and Kamakura 2001). Thus, the following hypotheses are proposed,  
H1: Self-brand connection affects consumer brand loyalty positively. 
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H2: Self-brand connection affects purchase intention positively. 
 In addition, people generally are more attached to things they feel they possess than the 
similar things for which they don’t have feelings of possession (Beggan 1992). On the basis of a 
self-enhancement perspective, a possessive relationship between the object and the self induces 
feelings of liking (Beggan and Allison 1997). Kirmani, Sood, and Bridges (1999) suggest that 
consumers who physically own a brand product exhibit greater involvement and liking for the 
brand as a result of voluntary acquisition or physical possession of the brand. Consumers choose 
to buy a brand because they have favorable attitudes towards brand attributes and expect it to 
provide valuable benefits (Kirmani, Sood, and Bridges 1999). Literature on ownership effect 
suggests that when people think of their possessions as part of the self, they view their 
possessions in a favorable manner (Nesselroade, Beggan, and Allison 1999), and have higher 
valuation for the objects (Strahilevitz and Loewenstein 1998). Research on association and self-
anchoring effect also demonstrates that physically owning an object can create an association 
between the chosen object and the self, and the positive self-evaluation may transfer to the 
associated chosen object (Gawronski, Bodenhausen, and Becker 2007). Anticipated ownership of 
an object, without actually owning it, will lead to feelings of loss at the thought of losing a bid, 
which in turn increase the perceived value of the object (Ariely and Simonson 2003). Similarly, 
perceived ownership through merely touching an object leads to increased valuation of the object 
and results in consumers’ emotional attachment and affective reaction to the object (Peck and 
Shu 2009: Shu and Peck 2011). 
When consumers have a sense of ownership towards a brand, they would associate their 
self with the brand and associatively transfer their positive self-perceptions to the brand, which 
leads to a strong commitment to the brand.  In addition, it is possible that the feelings of loss at 
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the thought of not owning a brand may lead consumers to make a purchase of the brand to secure 
their sense of belongingness and possessiveness. Thus, it is reasonable to expect a positive 
relationship between consumers’ brand ownership with their brand loyalty and purchase 
intention,  
H3: Brand ownership affects consumer brand loyalty positively. 
H4: Brand ownership affects purchase intention positively. 
 As suggested earlier in this research, self-brand connection and brand ownership are two 
related, but distinct, constructs representing different forms of relationship between consumers 
and brands. They are related because both concepts capture the association between a brand and 
self-concept. Consumers connect with a brand, as they view them as a reflection of their self-
concept and identity (Escalas and Bettman 2003). In a similar fashion, consumers consider their 
brands as an extended self. In addition, brand ownership reflects stronger attachment to the brand 
through a sense of possessiveness and accountability. It is reasonable to argue that consumers 
who experience a connection between a brand and the self are more likely to develop possessive 
feelings towards the brand and view the brand as “theirs”. This argument is consistent with what 
Escalas and Bettman (2005) suggests, in that consumers have strong self-brand connections to an 
in-group brand, and view it as their brand in contrast to an out-group brand. They associate their 
in-group brand with positive attributes and hold a favorable attitude towards it (Escalas and 
Bettman 2003, 2005). This is consistent with the concept of the belongingness dimension of 
brand ownership in that consumers meet their need to belong through identifying with a brand 
community (that is, this is my brand or this is our brand).  
Additionally, consumers with high self-brand connection are more defensive in the face 
of negative information about the brand and are more forgiving of brand failure (Cheng, White, 
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and Chaplin 2012). As brand ownership has implied responsibility and accountability for 
consumers, it seems reasonable to suggest that brand ownership serves as the underlying 
mechanism for such an effect. In other words, a strong self-brand connection can lead to 
possessive feelings towards a brand and elicits a sense of responsibility for the brand. Thus, the 
following hypotheses are posited,  
H5: Self-brand connection affects brand ownership positively.  
H6: Brand ownership mediates the relationship between self-brand connection and brand 
loyalty. 
H7: Brand ownership mediates the relationship between self-brand connection and 
purchase intention.  
 
Participants and Procedure 
A total of 289 students from a University in the northeast participated in the study in 
exchange for one extra course credit. Similar to the procedures in Study 5, participants first read 
a scenario about brand ownership and then were asked to choose one brand to which they have 
feelings of ownership.   
After that, they reported the extent to which they agree or disagree with the statements 
regarding their feelings of ownership towards the brand (1 = “strongly disagree,” and 7 = 
“strongly agree”). In addition, they completed items relating self-brand connection, brand loyalty, 
and purchase intention.  
The brand ownership scale was measured using the 12-item scale from Study 5.  Self-
brand connection was assessed using a seven-point seven-item scale (Escalas and Bettman 
2003). Brand loyalty was evaluated using a seven-point 5-item scale (Yoo and Donthu 2001). To 
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measure consumer’s purchase intention, we used Hardesty, Carlson, and Bearden’s (2002) seven-
point three-item scale, including “my willingness to buy this brand is high.” “The likelihood of 
purchasing this brand is high,” “I would consider to buy this brand.” 
 
Results 
To estimate the proposed model, we used composite measures of the four brand 
ownership dimensions to reduce the number of parameters. Figure 6.1 shows the estimated 
structural equation model. Internal consistencies of the composite measures were satisfactory 
(Cronbach’s alphas: the belongingness dimension = .87, the possessiveness dimension = .74, the 
accountability dimension = .81, and the dependability dimension = .79). 
The estimated model provided a good fit to the data, with the goodness-of-fit index (GFI) 
= .93, the comparative fit index (CFI) = .96, standard root mean square residual (SRMR) = .05, 
and the root mean square error of approximation (RMSEA) = .07, and χ2(221) = 598.77, p < .01 
(ratio between chi-square and the number of degree of freedom = 2.71) . As expected, self-brand 
connection affects brand loyalty and purchase intention both directly and indirectly through 
brand ownership. The direct effect of self-brand connection on brand loyalty is .06 (p > .10) and 
the indirect effect of self-brand connection on brand loyalty through brand ownership is .28 (.65 
× .43), resulting in a total effect of .33. Hypotheses 1 and 3 were supported. The indirect effect of 
self-brand connection through brand ownership on brand loyalty (.28) is higher than the direct 
effect of self-brand connection on brand loyalty (.06). The significant indirect effect through 
brand ownership suggests that brand ownership is an underlying mechanism that mediates the 
positive effect of self-brand connection on brand loyalty. Hypothesis 6 was supported. 
Similarly, the direct effect of self-brand connection on purchase intention is .09 (p > .10) 
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and the indirect effect of self-brand connection on brand loyalty through brand ownership is .23 
(.65 × .50), resulting in a total effect of .32. Hypotheses 2 and 4 were supported. The indirect 
effect of self-brand connection through brand ownership on purchase intention (.28) is higher 
than the direct effect of self-brand connection on purchase intention (.09), which indicates that 
the effect of self-brand connection is mediated through brand ownership. Hypothesis 7 was 
supported. 
In addition to the proposed model, we tested an alternative model that considered that 
self-brand connection and brand ownership may affect brand loyalty and purchase intention 
independently. The alternative model had a worse fit: the goodness-of-fit index (GFI) = .87, the 
comparative fit index (CFI) = .89, standard root mean square residual (SRMR) = .10, and the 
root mean square error of approximation (RMSEA) = .11,  and χ2(222) = 929.04, p < .01.  The 
difference in chi-square values between the two models was 330.27 (p < .001). 
 
Discussion 
The findings in Study 6 show that brand ownership mediates the relationship between 
self-brand connection and brand loyalty and purchase intention. This result can be a reflection of 
the process on how consumers identify with a brand in the first place, develop possessive 
feelings towards the brand, and are motivated to make a purchase and have a commitment to the 
brand.  Self-brand connection represents a cognitive state under which consumers connect with a 
brand. It does not reflect a more intimate relationship with a brand. However, brand ownership 
includes both cognitive perceptions of, and affective attachment to a brand. In this sense, it 
represents a more emotional connection and more committed relationship with a brand. Thus it is 
reasonable to argue that when consumers have experience with a brand, they start to associate it 
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with their self and develop a stronger attachment to the brand through feelings of ownership.  
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Figure 6.1. Structural Model of Brand Ownership 
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CHAPTER 5: DISCUSSION AND CONCLUSIONS 
General Discussion 
 Brand ownership is a relevant construct reflecting a possessive relationship between a 
consumer and a brand. Accordingly, I defined brand ownership as a psychological state in which 
individuals have possessive feelings towards a brand, as well as having feelings of control over 
the brand. In other words, consumers consider the brand as “theirs” because they feel they own 
this brand through developing a closer relationship and emotional bond with the brand (Pierce et 
al., 2003). I demonstrated that brand ownership can be broken down into four related but distinct 
dimensions (belongingness, possessiveness, accountability, and dependability).  
 The brand ownership scale constructed in this research is relatively short and easy to 
administer, consisting of only 12 items. Six studies provide convergent evidence that consumers 
can develop feelings of ownership towards a brand and brand ownership captures this 
relationship in a reliable and valid way. Through standard psychometrical tests, I showed that the 
brand ownership scale is internally reliable and consistent across different samples and studies. 
More importantly, the brand ownership scale displays discriminant validity from some well-
established branding measures and scales, including brand involvement, self-brand connection, 
and brand loyalty. Finally, I showed that brand ownership can predict consumer behaviors: it 
affects consumer brand loyalty and purchase intention and can be an underlying mechanism for 
the relationship between self-brand connection and behavioral outcomes.  
Contributions 
The current research contributes to several streams of academic inquiry. First, it 
contributes to the branding literature by introducing a measure of brand ownership and showing 
how feelings of ownership towards brands can have significant influence on consumers’ 
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responses to brands. Second, this research contributes to the psychological theory of ownership 
by suggesting that feelings of ownership can be developed towards intangible items in consumer 
research domain, such as brands.  
Contributions to Consumer-Brand Relationship 
The findings contribute to the consumer-brand relationship literature by introducing a 
measure of brand ownership. Previous brand research has largely focused on the cognitive and 
emotional aspects of consumer-brand relationship (e.g., Thomson, MacInnis, and Park 2005; 
Batra, Ahuvia, and Bagozzi 2012), but remained silent on defining and investigating consumers’ 
feelings of ownership towards brands.  Building on the literature of possessions and ownership, I 
demonstrate that brand ownership is a psychological state in which people feel possessive of a 
brand. Brand ownership is distinct from existing brand scales in that its conceptual core is 
consumers’ feelings of possessiveness towards a brand. It implies consumers’ perceived 
possessiveness over, and expected responsibility for the target brand.  
It also contributes to branding literature through showing that brand ownership has a 
significant impact in predicting consumer behavior. While a growing body of research on 
ownership effect in the realm of consumer research focuses mostly on the endowment effect 
(Ariely, Huber, and Wertenbroch 2005; Shu and Peck 2011;Strahilevitz and Loewenstein 1998), 
brand extensions (Kirmani, Sood, and Bridges 1999; Fu, Ding, and Qu 2009), and customer 
empowerment strategies (Fuchs, Prandelli, and Schreier 2010),  little research has investigated 
the impact of brand ownership on consumer behaviors. Brand ownership can serve as a 
psychological mechanism to satisfy consumers’ need for belongingness, security, and self-
esteem. It is particularly useful in explaining consumers’ responses to changes in brands. The 
construct demonstrates an emerging area for examining the ownership effects in consumer-brand 
68 
 
research.  
Given that the brand ownership scale is distinct from other brand measures, it will be 
useful not only in academic research but also in marketing practice. As marketers engage 
consumers and build various forms of relationships with consumers, using the brand ownership 
scale will provide important insights into understanding this specific type of relationship between 
a consumer and a brand. Brand managers can use the scale to gauge the level of consumer-brand 
relationship and better manage brand equity.  
 
Contributions to Psychology of Ownership Literature 
This research contributes to the psychology of ownership literature by demonstrating that 
feelings of ownership can be developed towards brands in consumer research. Previous research 
finds that children have feelings of ownership towards nursery songs and consider them “theirs” 
if they heard them first (Issacs 1933), that employees develop psychological ownership towards 
their jobs or organizations (Pierce, Kostova, and Dirks 2003), and that consumers form a sense of 
ownership towards the physical products they actually own (Shu and Peck 2011). However, little 
research has examined the existence of feelings of ownership towards brands, a crucial element 
in consumer-brand research. While most consumer research has largely adopted a psychological 
ownership scale from other disciplines (e.g., Shu and Peck 2011), it cannot provide a true nature 
of ownership relationships between consumers and brands. The development of the construct and 
scale of brand ownership fills this void. Building on the notion that feelings of ownership can 
develop toward both tangible and intangible “targets” and can exist beyond the notion of legal 
ownership (Beggan 1992; Dittmar 1992), I extend the research on psychology of ownership by 
introducing the concept of brand ownership and demonstrating the construct has significant and 
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unique implications for branding research.   
 
Limitations 
 The major limitation of this research is that the brand ownership scale was developed and 
validated using student samples. Even though prior research has established that a student sample 
is acceptable and desirable for theory-testing research (Yoo et al. 2000), using student samples 
may limit the generalizability of the findings. Future research should use consumers in real-life 
settings to replicate the findings in this research. 
 
Future Research 
Future research should also examine whether the scale can predict specific behavioral 
outcomes in various contexts (e.g., brand acquisition, brand failure, and brand community). In 
brand acquisition contexts, for example, how consumers react to brands towards which they have 
feelings of ownership before and after acquisitions is worth exploring. Brand ownership implies 
felt responsibility for the brand, which can lead to consumers’ protective behaviors to prevent the 
brand from being acquired before an acquisition. However, after a brand is acquired, do 
consumers still maintain a sense of ownership towards the brand? Future research should 
examine the role of brand ownership in consumers’ response to changes to a brand.  
Future research can also examine the role of brand ownership in overcoming social 
exclusion among consumers. As suggested above, the need to belong is one of the most 
fundamental of all human needs (Baumeister and Leary 1995). Consumers develop a sense of 
brand ownership to meet their need for belonging. However, social exclusion threatens people’s 
fundamental needs for belongingness (Williams 2001; Zadro, Williams, and Richardson 2004) 
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and has notable consequences for people’s attitudes and behaviors (Baumeister, Twenge, and 
Nuss 2002). Within the realm of consumer behavior, research suggests that when consumers 
experience threats to self-concept or the need to belong, they tend to respond with consumption 
of certain products or engaging in certain behaviors. In response to social exclusion, people 
employ psychological mechanisms to ensure that their need to belong is being met (Mead et al. 
2011). In this sense, consumers should seek brands of high ownership to compensate for the loss 
of belongingness. Brands of high ownership are particularly important in addressing these threats.  
In particular, brands of high ownership can provide consumers with a sense of belongingness and 
satisfy their need to belong. When consumers’ self-esteem is threatened, consumers may 
indirectly deal with the threat by consuming a product that is symbolic of self-identity (Wicklund 
and Gollwitzer 1982). Consumers consider brands of high ownership as a part of extended self, 
and they can compensate for the loss of self-esteem by consuming brands. Additionally, brands 
of high ownership are dependable and provide consumers with a sense of security. In this sense, 
future research should examine the uniqueness of brand ownership in overcoming consumers’ 
feelings of social exclusion.  
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Good afternoon. Welcome to our discussion on brand relationships.  
 
My name is ______ and I will be moderating the focus group. Let’s go around the room and 
introduce ourselves, and it would be helpful if everyone would write down his/her first name on 
the tent cards.  
 
I will be asking you a series of general questions about your experiences with some brands, and 
our discussion will be recorded.  All comments will remain anonymous and confidential. Feel 
free to speak up at any time, but one at a time. Feel free to address one another, not just the 
moderator. Both positive and negative comments are welcomed.  
 
1. You’ve provided the names of brands that you are most familiar with. What kind of 
experiences have you had with the brands? 
2. Think of any brands that you have been using since your childhood. What kind of 
experience do you have with these brands? 
3. Could you describe (this/these) brand(s)? When you say that you had this brand for a long 
time, do you think of this brand as a lifetime brand you will have? Why? What is the 
difference between this brand and other brands that you have for short period of time? 
4. Think of a brand that you really care about, use very often or a brand that is very special to 
you. Why do you care about this brand so much, and why is it so special to you? 
5. Have you ever considered the brand as “mine” or “ours” rather than “theirs”? 
6. Have you ever felt hurt and run into disputes with others when they defame a brand you 
like? 
7. Think of a brand that you want to have for lifetime? Why do you think this brand is special 
to you?  
8. Could you think of the situation that you felt the brand is a part of yourself and you 
purchased or used a brand and it made you feel better about yourself? 
9. Have you ever felt that the brand was, is and will be yours though you no longer use it? 
10. Could you think of the situation that you felt the brand is a part of yourself and you felt 
responsible to defend it when the brand is criticized by others? 
11. Have you ever felt that you had to buy or use only this specific brand to help you 
socialize with other people? 
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12. Think of a brand that is really close or similar to how you view yourself. In what way is it 
similar to you? 
13. Have you ever felt that you have responsibility to protect the brand when it is under 
crisis? 
14. Have you ever felt that the brand’s success is also your success? 
15. Have you ever felt that you have specific rights and privileges with respect to the brand 
compared with other brands. 
16. Have you ever felt better by simply using, wearing, or having a brand with you? 
17. Have you ever felt that you have to buy this brand to increase your self-esteem or self-
confidence? 
18. Think of brand that your own or use very often/buy very often and think about one that 
you have no relationship with. In what ways are these two brands different? 
19. Have you ever felt that you completely rely on this brand when pursuing any endeavor 
(e.g., cooking, looking good, etc.)? and only this brand can help you to improve in this 
endeavor? 
20. Have you ever felt anxiety or discomfort when you don’t have your favorite brand with 
you? 
21. Think of any situation that you felt you had to buy only this specific brand even if you 
liked the other brand more? Why do you think it happened? 
22. Do you think that using or having this specific brand provides you with a feeling of 
growth? Makes you better person? 
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Block 1 
 
 
 
Thank you for participating in our online marketing survey! 
 
In today’s study, we'd like to know your opinions on brands. In the following page, you will be asked to list one brand with 
which you feel you have close relationships. Your task is to provide your true and spontaneous answers to our questions. 
 
 
 
 
Block 2 
 
 
 
We all interact with brands in our daily lives. Have you ever developed possessive feelings towards a brand, or have 
feelings of control over the brand of ownership? That is, you feel like the brand is yours. The feelings of ownership do not 
necessarily mean you purchased or used the brand before. 
 
For example, an Eagles fan might feel, "I'm no bandwagon fan, I bleed green for the Eagles," even though he never 
attends the games or owns the team. Or "Oh yeah, Landshark is MY beer," even though he drinks Landshark every now 
and then. 
 
 
 
 
 
Please pick one brand that you think can be best described as yours. 
 
 
 
 
 
Block 3 
 
 
 
Please state whether you agree or disagree with the following statements regarding your attachment to the brand. 
 
 
 
 
 
1. I feel ${q://QID7/ChoiceTextEntryValue} is a part of myself. 
2. I am totally comfortable with ${q://QID7/ChoiceTextEntryValue}. 
 
 
Strongly 
Dis agree  Dis agree 
 
 
Som ewhat 
Dis agree 
Neither 
Agree 
nor 
Dis agree 
 
 
Som ewhat 
Agree Agree 
 
 
Strongly 
Agree 
 
3. I feel like I own ${q://QID7/ChoiceTextEntryValue}. 
4. I like to think of myself as similar to the people who use 
${q://QID7/ChoiceTextEntryValue}. 
5. I am proud to be an owner of ${q://QID7/ChoiceTextEntryValue}. 
6. ${q://QID7/ChoiceTextEntryValue} makes me feel at home with the 
people who use the same brand. 
7. I sense that ${q://QID7/ChoiceTextEntryValue} is my brand. 
8. I feel a very high degree of personal ownership for 
${q://QID7/ChoiceTextEntryValue}. 
9. I feel a high level of ownership toward ${q://QID7/ChoiceTextEntryValue}. 
10. I grew up with ${q://QID7/ChoiceTextEntryValue}. 
11. I feel like nothing really compares to ${q://QID7/ChoiceTextEntryValue}. 
12. ${q://QID7/ChoiceTextEntryValue} makes me nostalgic. 
13. I will stick to ${q://QID7/ChoiceTextEntryValue} in the future. 
14. I will continue to buy ${q://QID7/ChoiceTextEntryValue} product for the 
rest of my life. 
2/8/13 
Appendix 2: Brand Ownership Scale Survey 
 
 
 
 
15. I am used to having ${q://QID7/ChoiceTextEntryValue} product around 
me. 
16. ${q://QID7/ChoiceTextEntryValue} is my ideal brand. 
17. I’d always stay to ${q://QID7/ChoiceTextEntryValue} and there is no 
particular reason. 
18. I feel like I could rely on ${q://QID7/ChoiceTextEntryValue}. 
19. I feel like ${q://QID7/ChoiceTextEntryValue} is a dependable brand. 
20. I feel like I can depend on ${q://QID7/ChoiceTextEntryValue}. 
21. ${q://QID7/ChoiceTextEntryValue} is the brand I am used to. 
22. If I have something else, I’ll just always compare it to 
${q://QID7/ChoiceTextEntryValue}. 
23. Having ${q://QID7/ChoiceTextEntryValue} makes me feel like myself. 
24. I’d like to have ${q://QID7/ChoiceTextEntryValue} around. 
25. I see a personal connection with ${q://QID7/ChoiceTextEntryValue}. 
26. I want to have a control of ${q://QID7/ChoiceTextEntryValue} product. 
27. I fell in love with ${q://QID7/ChoiceTextEntryValue}. 
28. It would be weird to not have ${q://QID7/ChoiceTextEntryValue} product 
around. 
29. I don’t know what I would do without ${q://QID7/ChoiceTextEntryValue}. 
30. I feel invested in ${q://QID7/ChoiceTextEntryValue}. 
 
 
Block 4 
 
 
 
Next, please state whether you agree or disagree with the following statements regarding your feelings toward the brand. 
 
 
 
 
 
1. I can rely on ${q://QID7/ChoiceTextEntryValue} product to get things 
done. 
2. I have confidence in ${q://QID7/ChoiceTextEntryValue} and their 
products. 
3. I feel secure in having ${q://QID7/ChoiceTextEntryValue}. 
4. There is just no substitute for ${q://QID7/ChoiceTextEntryValue}. 
5. I definitely prefer to have ${q://QID7/ChoiceTextEntryValue} with me. 
6. It is really hard to live without ${q://QID7/ChoiceTextEntryValue}. 
7. I feel I belong to the ${q://QID7/ChoiceTextEntryValue} community. 
8. I aspired to own a ${q://QID7/ChoiceTextEntryValue} product. 
9. When I use ${q://QID7/ChoiceTextEntryValue}, it’s like this is mine. 
10. I feel I have ${q://QID7/ChoiceTextEntryValue} even before I bought it. 
11. ${q://QID7/ChoiceTextEntryValue} provides me with a sense of growth. 
12. I feel ${q://QID7/ChoiceTextEntryValue} is kind of my brand. 
13. I do kind of take ownership of ${q://QID7/ChoiceTextEntryValue}. 
14. I am emotionally attached to ${q://QID7/ChoiceTextEntryValue}. 
15. I have more of an emotional connection to 
${q://QID7/ChoiceTextEntryValue}. 
16. I am more of psychologically tied to ${q://QID7/ChoiceTextEntryValue}. 
17. I feel ${q://QID7/ChoiceTextEntryValue} is going to be my brand. 
18. I trust ${q://QID7/ChoiceTextEntryValue} product. 
19. I may get upset when ${q://QID7/ChoiceTextEntryValue} is not around. 
20. ${q://QID7/ChoiceTextEntryValue} represents my growth and interest. 
 
 
Strongly 
Dis agree  Dis agree 
 
 
Som ewhat 
Dis agree 
Neither 
Agree 
nor 
Dis agree 
 
 
Som ewhat 
Agree Agree 
 
 
Strongly 
Agree 
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21. I feel ${q://QID7/ChoiceTextEntryValue} is my brand. 
22. I follow ${q://QID7/ChoiceTextEntryValue} religiously. 
23. I feel sad if I can’t see ${q://QID7/ChoiceTextEntryValue} every day. 
24. I have kind of possessive feeling towards 
${q://QID7/ChoiceTextEntryValue}. 
25. It’s like this just fits, just as my own. 
26. I would envision myself having ${q://QID7/ChoiceTextEntryValue} 
before I bought it. 
27. I kind of feel discomfort if I don’t have 
${q://QID7/ChoiceTextEntryValue} with me. 
28. I feel like I’m left out in the world if I don’t at least look at it once a day. 
29. It’s like being left out without it. 
30. I feel disappointment if I don’t have ${q://QID7/ChoiceTextEntryValue} 
product with me. 
 
 
Block 5 
 
 
 
Next, please state whether you agree or disagree with the following statements regarding your connection with the brand. 
  
Neither 
Agree 
Strongly  Som ewhat nor Som ewhat Strongly 
Dis agree  Dis agree    Dis agree    Dis agree Agree Agree     Agree 
1. I have some influence over ${q://QID7/ChoiceTextEntryValue} or the 
${q://QID7/ChoiceTextEntryValue} products. 
2. I have some control over the ${q://QID7/ChoiceTextEntryValue} products 
I use. 
3. You get to customize everything on ${q://QID7/ChoiceTextEntryValue} 
like for yourself. 
4. I feel like ${q://QID7/ChoiceTextEntryValue} is personally for me 
especially. 
5. ${q://QID7/ChoiceTextEntryValue} is really personalized. 
6. I get to make ${q://QID7/ChoiceTextEntryValue} cater towards me 
instead of just having a standard. 
7. I feel that when I customize it, ${q://QID7/ChoiceTextEntryValue} is just 
for me. 
8. I feel more secure if I have a control of 
${q://QID7/ChoiceTextEntryValue}. 
9. I would feel uncomfortable if I don’t have access to 
${q://QID7/ChoiceTextEntryValue} products. 
10. ${q://QID7/ChoiceTextEntryValue} products help me express myself. 
11. What ${q://QID7/ChoiceTextEntryValue} represents fits in with the way I 
am. 
 
12. I use ${q://QID7/ChoiceTextEntryValue} as an expression of who I am. 
13. I am similar to what I think ${q://QID7/ChoiceTextEntryValue} 
represents. 
14. The image of ${q://QID7/ChoiceTextEntryValue} overlaps with my self- 
image. 
15. ${q://QID7/ChoiceTextEntryValue} is something that I definitely can 
identify myself with. 
16. It is a brand I’d like to associate myself with. 
17. I associate strongly with ${q://QID7/ChoiceTextEntryValue}. 
18. It reflects who I am. 
19. ${q://QID7/ChoiceTextEntryValue} reflects who I want to be. 
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20. ${q://QID7/ChoiceTextEntryValue} reflects my personality. 
 
 
Block 6 
 
 
 
Next, please state whether you agree or disagree with the following statements regarding your confidence with the brand. 
  
Neither 
Agree 
Strongly  Som ewhat nor Som ewhat Strongly 
Dis agree   Dis agree    Dis agree    Dis agree Agree Agree     Agree 
1. ${q://QID7/ChoiceTextEntryValue} helps me enhance myself. 
2. ${q://QID7/ChoiceTextEntryValue} makes me feel good in front of the 
people. 
3. When someone praises ${q://QID7/ChoiceTextEntryValue}, it feels like 
a personal compliment. 
4. ${q://QID7/ChoiceTextEntryValue} makes me feel confident about 
myself. 
5. I feel proud to tell people I own ${q://QID7/ChoiceTextEntryValue} 
product. 
6. ${q://QID7/ChoiceTextEntryValue} brings me a sense of confidence in 
myself. 
7. ${q://QID7/ChoiceTextEntryValue} represents the symbol of 
achievement. 
8. It’s impacted my life a lot. 
9. ${q://QID7/ChoiceTextEntryValue}'s successes are my successes. 
10. I feel proud to tell people I have ${q://QID7/ChoiceTextEntryValue} 
products. 
 
 
 
Block 7 
 
 
 
Finally, please state whether you agree or disagree with the following statements regarding your perceived right to protect 
the brand. 
  
Neither 
Agree 
Strongly  Som ewhat nor Som ewhat Strongly 
Dis agree  Dis agree    Dis agree    Dis agree Agree Agree     Agree 
1. I would challenge anyone who speaks ill of 
${q://QID7/ChoiceTextEntryValue}. 
2. If a story in the media criticized ${q://QID7/ChoiceTextEntryValue}, I 
would feel embarrassed. 
3. I would not hesitate to tell the company if I thought something was done 
wrong to ${q://QID7/ChoiceTextEntryValue}. 
4. When someone criticizes ${q://QID7/ChoiceTextEntryValue}, it feels like 
a personal insult. 
5. I make suggestions about new, innovative ways of improving the 
${q://QID7/ChoiceTextEntryValue} products. 
6. I see myself as a champion of ${q://QID7/ChoiceTextEntryValue}. 
7. I really care about the fate of ${q://QID7/ChoiceTextEntryValue}. 
8. I get argumentative when one says something bad about 
${q://QID7/ChoiceTextEntryValue}. 
9. I own their products and I am in a position to defend 
${q://QID7/ChoiceTextEntryValue}. 
10. I would take offense if someone were to say something bad about it. 
11. I would personally defend ${q://QID7/ChoiceTextEntryValue} and their 
 
  
 
 
 
 
products. 
12. I am in a position to talk ${q://QID7/ChoiceTextEntryValue} off to other 
people. 
13. I kind of get upset when ${q://QID7/ChoiceTextEntryValue} doesn’t get 
reviewed well. 
14. I was really upset to see ${q://QID7/ChoiceTextEntryValue} lose. 
15. I feel a responsibility to defend it if ${q://QID7/ChoiceTextEntryValue} 
was criticized. 
16. An attack on ${q://QID7/ChoiceTextEntryValue} is like an attack on me. 
17. I’m going to defend ${q://QID7/ChoiceTextEntryValue} but really I’m 
defending myself. 
18. I would feel embarrassed because someone was insulting what I 
watched. 
19. I get offended when someone was insulting 
${q://QID7/ChoiceTextEntryValue}. 
20. I kind of get defensive about it when ${q://QID7/ChoiceTextEntryValue} 
is under attack. 
 
 
Block 8 
 
 
 
Please enter your personal information. 
 
 
Age 
 
Ethinicity 
 
 
 
Your Gender 
 
Female 
Male 
 
 
 
Your Class 
 
Class Code (e.g., MKTG301)  
 
 
 
Block 9 
 
 
 
This is the end of the survey. We appreciate your valuable thoughts. 
Click Submit to complete the survey! 
  
  
 
 
 
 
Appendix 3: 
Brand Ownership and Consumer Behavior Survey 
  
  
 
 
 
Thank you for your participation in our study! 
In this study, we'd like to know your opinions on brands. You will be asked to list one brand with which you feel you 
have close relationships. We will then ask you some questions about your opinions about the brand. Your task is to 
provide your true and spontaneous answers to our questions.  
Please read the given information carefully before responding to the questions that follow. 
We all interact with brands in our daily lives. Have you ever developed possessive feelings towards a brand, or 
felt that a brand is a part of yourself or belongs to you? That is, you feel like the brand is yours, and you really 
care about it. 
  
For example, an Apple enthusiast might feel, "I'm no bandwagon fan, I see Apple as my brand. It is a part of 
me, and I trust it". Or a beer lover might feel "Oh yeah, Heineken is MY beer brand. I feel like it almost 
belongs to me. I would feel offended if someone would criticize it". 
 
Please enter one brand in the consumer electronics product category that you think can be best described as yours. 
That is, you consider the brand as your brand. 
 
________________________ 
 
 
 
1. Please state whether you agree or disagree with the following statements regarding the brand: 
 Strongly  
Disagree                        
Strongly  
Agree 
I feel that the brand is a part of me. 
 
1 2 3 4 5 6 7 
Having or using the brand makes me feel 
like myself. 
 
1 2 3 4 5 6 7 
This is a brand I’d like to associate myself 
with. 
 
1 2 3 4 5 6 7 
I feel that this is my brand. 
 
1 2 3 4 5 6 7 
I feel possessive when thinking about this 
brand. 
 
1 2 3 4 5 6 7 
I feel a high degree of personal ownership 
when thinking about this brand. 
1 2 3 4 5 6 7 
 
 
 
2. Please state whether you agree or disagree with the following statements regarding the brand: 
 
 Strongly  
Disagree                        
Strongly  
Agree 
I really care about the fate of this brand. 
 
1 2 3 4 5 6 7 
I would personally defend the brand to 
others if someone criticized it. 
 
1 2 3 4 5 6 7 
  
 
 
 
I get upset when the brand doesn’t get 
reviewed well. 
 
1 2 3 4 5 6 7 
This brand is dependable. 
 
1 2 3 4 5 6 7 
I feel like that I can rely on this brand. 
 
1 2 3 4 5 6 7 
I have confidence in this brand. 
 
1 2 3 4 5 6 7 
I trust this brand. 
 
1 2 3 4 5 6 7 
 
 
3. Please indicate whether you agree or disagree with the following statements regarding the brand: 
 Strongly  
Disagree                        
Strongly  
Agree 
This brand reflects who I am. 
 
1 2 3 4 5 6 7 
I can identify with the brand. 
 
1 2 3 4 5 6 7 
I feel a personal connection to the brand. 
 
1 2 3 4 5 6 7 
I can use this brand to communicate 
who I am to other people. 
 
1 2 3 4 5 6 7 
I think this brand could help me become 
the type of person I want to be. 
 
1 2 3 4 5 6 7 
It reflects who I consider myself to be. 
 
1 2 3 4 5 6 7 
This brand suits me well. 
 
1 2 3 4 5 6 7 
 
 
 
4. Please rate the extent to which the following words are descriptive of the brand: 
                   Not at All      Very Much 
Down-to-earth 1 2 3 4 5 6 7 
Honest 1 2 3 4 5 6 7 
Cheerful  1 2 3 4 5 6 7 
Daring 1 2 3 4 5 6 7 
Spirited 1 2 3 4 5 6 7 
Imaginative 1 2 3 4 5 6 7 
Up-to-date 1 2 3 4 5 6 7 
Reliable 1 2 3 4 5 6 7 
  
 
 
 
Intelligent 1 2 3 4 5 6 7 
Successful 1 2 3 4 5 6 7 
Upper-class 1 2 3 4 5 6 7 
Charming 1 2 3 4 5 6 7 
Outdoorsy 1 2 3 4 5 6 7 
Tough 1 2 3 4 5 6 7 
 
5. Please indicate what the brand means to you on the following items: 
 
Unimportant 1 2 3 4 5 6 7 Important 
Of no concern to me 1 2 3 4 5 6 7 Of concern to me 
Means nothing to me 1 2 3 4 5 6 7 Means a lot to me 
Doesn’t matter to me 1 2 3 4 5 6 7 Matters to me 
Useless to me 1 2 3 4 5 6 7 Useful to me 
Insignificant 1 2 3 4 5 6 7 Significant 
 
 
6. Please indicate your overall experience with the brand: 
 Strongly  
Disagree                        
Strongly  
Agree 
This brand makes a strong impression 
on my visual senses or other senses. 
 
1 2 3 4 5 6 7 
I find this brand interesting in a sensory 
way. 
 
1 2 3 4 5 6 7 
This brand does not appeal to my sense. 
 
1 2 3 4 5 6 7 
This brand induces feelings and 
sentiments. 
 
1 2 3 4 5 6 7 
I do not have strong emotions for this 
brand. 
 
1 2 3 4 5 6 7 
This brand is an emotional brand. 
 
1 2 3 4 5 6 7 
I engage in physical actions and 
behaviors when I use this brand. 
 
1 2 3 4 5 6 7 
This brand results in bodily experiences. 
 
1 2 3 4 5 6 7 
This brand is not action oriented. 
 
1 2 3 4 5 6 7 
  
 
 
 
I engage in a lot of thinking when I 
encounter this brand. 
 
1 2 3 4 5 6 7 
This brand does not make me think. 
 
1 2 3 4 5 6 7 
This brand stimulates my curiosity and 
problem solving. 
1 2 3 4 5 6 7 
 
 
7. Please indicate your opinion regarding the following statements: 
 Low                        High 
My willingness to buy this brand is 
 
1 2 3 4 5 6 7 
The likelihood of purchasing this brand is 
 
1 2 3 4 5 6 7 
 
 
8. Please indicate your level of agreement regarding the following statement: 
 Strongly  
Disagree                        
Strongly  
Agree 
I would consider to buy this brand. 
 
1 2 3 4 5 6 7 
In the future, I will be loyal to this 
brand. 
 
1 2 3 4 5 6 7 
I will buy this brand again. 
 
1 2 3 4 5 6 7 
This brand will be my first choice in the 
future. 
 
1 2 3 4 5 6 7 
I will not buy other brands if this brand 
is available at the store. 
 
1 2 3 4 5 6 7 
I will recommend this brand to others. 1 2 3 4 5 6 7 
 
9. To what extent would you be distressed if the brand were discontinued? 
Not at All 1 2 3 4 5 6 7 Very Much 
10. To what extent is it difficult to imagine life without the brand? 
Not at All 1 2 3 4 5 6 7 Very Much 
11. Please indicate below what you perceive the purpose of this study to be.  
 
 
 
12. What is your ethnicity? 
________ African American 
________ Asian American 
________ Caucasian 
________ Hispanic/Latino American 
  
 
 
 
________ Native American 
________ Other, please indicate _____________ 
 
13. What is your gender?  (circle one)     Male     Female 
14. What is your age?  ____________  
Thank you for your participation in this study! 
 
